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In the Eighties it was the hamburger giants that duelled for dominance in
the high street. By the Nineties, coffee culture had seeped across the
Atlantic and names such as Costa, Nero and, Starbucks appeared on every
comer.

Naw, the front line in the battle for our stomachs and wallets has moved
with the unsaturated, decaffeinated times. Secret weapons with namas such as
Mango Magic and All Berry Bang are pitted against Bliss Blend and Green
Goddess. in this war, things may get ugly — but at least theyll be healthy.
Tapping into a growing thirst for healthy snacks, an Australian juice bar
chain, which has already taken the Asia-Pacific by storm, landed in the UK
this week with plans to crush the competition in a growing market already
reckoned to be worth more than 100m.

Boost Juice Bars kicked off its British invasion last Saturday, when it
opened its flagship store in Manchesters Trafford Centre. it followed up
with a second branch in Oxford on Tuesday, and the company hopes to be
trading in at least eight bars nationwide by the end of the year, in venues
from shopping centres to ski slopes.

Richard OSullivan, Boosts UK head, claims early trade has been brisk.
Phenomenal is the word. Were the best-performing store of all the 200
branches worldwide.” Boosts road to riches in Australia has been equatly
dramatic. Since its birth in 2000, in a Melbourne garage, the chain has
become the fastest-growing juice business in the southern hemisphere,
boasting more than 180 stores in Australia, Singapore, Chile, Kuwait, and
now the UK.

It was during a holiday in California that Jane Allis, who left school at 17
and once dabbled as a model, saw a hole in the Australian market for a

healthy alternative to fast food. A busy mother of three, Allis, 40, was fed

2007 Factiva, Inc. All rights reserved.

75




up with the daily struggle to grab a quick but nutritious fix for herself

and her sons.

So with the support of her husband and friends, she raised the funds to
develop, with advice from her children, a menu of exatic juices and
smoothies that combined fresh fruits and vegetables but left out
preservatives, artificial lavours and added sugar. When she opened her
first store in Adelaide, Alliss drinks were an instant hit.

A second outlet scon followed and within wesks Allis had signed a lease for
a further 18. Now, with 10 times that number of branches, Boost Juice
expacts to rack up sales of 50m this year, sells more than a million drinks

a month, and juices 35 tonnes of mangoes a year. Atone stage, Allis claims
she exhausted Adelaides supply of bananas.

In Manchester, the entrepreneur has stumbled on a franchisee with an
impressive track record. Richard OSullivan, from Bury, sold his Millies
Cookies firm to catering giant Compass for 24m in 2003, After striking
cookie gold, OSullivan says he could have put his fest up”.

It was his daughter who came across Boost Juice on her gap year in
Australia. She phoned home to tell OSultivan, Dad: you could do this.” He
got straight on a plane to judge Boost for himself. It stopped me in my
tracks. It was an explosion of flavour, tasted great, and you just knew it
was good for you.”

OSullivan, 44, now believes the UK juice bar market is ripe for an Aussie
invasion. But he faces stiff competition. Recent figures from Mintel show it
has grown by more than 60 per cent in five years, with Britons spending
almost 768m a year. As the fastestgrowing sector of the UK soft drinks
market after bottled water, we guzzle more than 2 million litres of juice a
year. And theres also competition from the booming market in bottied
smoothies made by big brands such as Innocent and PJ Smoothies, which was
bought by Pepsi for 20m in 2005. Together, they represent a major force in
healthy, ethically sourced foods.

Alongside all of this, Mintel estimates the Fairtrade industry alone is

worth more than 250m a year and will be 500m by 2010 - and in June, the US

chain Whole Foods Market, which has 193 stores in North America and turns
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over more than 100m a year, will open its first store in the UK. it already
owns Fresh amp; Wild, purveyors of pricay but eminently healthy products
including specialist, organic cheesss and wheatgrass shots.

But in the shopping malls and on the high streets of the nations
metropolises, its brightly coloured juice bars with cutely named drinks such
as Good Morning and Berry Blast are making a splash, springing up alongside
the ubiquitous coffee shops and noodle bars. The UK is home to 24 multi-site
Juice bar businessas of various sizes.

London -based chains Love juice and Crussh between them have 24 stores
across England, with plans to open dozens more in the next few years.
Crussh, which has so far concentrated its juice making in the capital, where
it has 16 stores, leads the market. The companys managing director, Chris
Fung, says he Is unfazed by the prospect of an Australian invasion. Theres
easily space for more than one operator,” he declares.

OSullivan is equally bullish, and vows that Boost will flourish by setting

itself apart with its funky, Antipodean approach to juice. The company has
built itself on an image of young, attractive staff who dance behind the
counter and juggle fruit as they squeeze mangos, melons and grapefruit into
shiny plastic cups.

OSullivan schooled himself in the Boost way by spending six weeks as a
volunteer juicer behind the companys Australian bars with his wife (and
retall director), Dawn. Now back In Britain, rather than the traditional
intervisw, the couple held group auditions for staff. We had over 100
16-25-year-olds and we created such a vibe with music and movement to find
applicants almost at the level of stage school students. Our staff can wear
five different types of headwear. Its a far cry from the McDonalds visor ~
were marketing to the iPod generation.”

The local produce for local people” image pioneered by the American
lce-cream makers, Ben amp; Jerrys, and later in the UK drinks industry by
Innocent smoothies, has been wholly embraced by the juice bar chains. But
with Ben amp; Jerrys recent 326m {163m) sellout to Unilever, and

Innocents whopping 75m annual turnover, will consumers see through the

clever marketing? When one company does it and finds success, gveryone
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copies it. its the same for juice bars, but aiready | think its wearing a

bit thin. | think if the chains want to survive, they need to establish a

more distinct image,” says Warwick Cairns, planning director at Brandhouss,
a London marketing agency.

OSullivan says the key to the success of the Boost brand will be the
quality of the product. You dont open 200 stores in five years unless

youve got something extremely special,” he says. Healthy food has a
reputation for tasting bicody awful, whether its having your mum ramming
broceoli down your throat or chewing on rice cakes. Its fantastic to have
something with the texture of an indulgent milkshake that tastes amazing and
does you good.”

Cairns agrees that juice has come along way from the days when it meant
longlife cartons of pasteurised orange juice. | remember when Tropicana was
a huge step forward,” he says. Now that low-cost exotic fruit can be grown
all year round and flown in, its much easier to get hold of high quality
juice.”

Crusshs Chris Fung credits the rise of the juice bar with an increasingly
health conscious society. Driven by a desire for products that are natural,
nutritious and low on calorles, todays consumer wants mors than a
short-lived energy burst from a caffeine-rich jolt of java, or a sugary
milkshake.

So do juice bars spell the demise of coffee shops? Probably not,” says
Caims. Im not sure the market can support year-round, dedicated juice
bars. And it will be so easy for the coffee chains to fight back by offering
juicing facilities.” Caims also says the bars will struggle in the winter.

But Boosts chief, Richard OSullivan, is unconcerned by the prospect of
blustery days in Manchester. We only trade in protected environments like
shopping malls or airparts, where the weather isnt an issue,” he says.
Protacted from a chilly spring morning in a shopping mall at Canary Wharf,
London, sits at least one convert to juice. Gen Ford, a Canadian banker, is
sipping on a Berry Blast outside a branch of Crussh. The store is within a
mangos throw of Star-bucks, Caff Nero and Pret A Manger, Ford, 27, says:

| used to grab a coffee on the way to my office almost every day, but now
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im all about smoothies. They still give me a great kick in the mornings,

but | know Im also drinking something thats good for me and tastes
amazing.”

Boost Juice

Set up by an Australian mother of three in 2000, Boost Juice now boasts 200
branches In the Asia Pacific and opened its first two UK stores last week.
The firm expects to rack up more than 50m this year with a range of drinks
including Mango Magic.

Zumo

The Irish entrepreneur Cathal Power tauriched Zumo and filled a gap in the
rish drinks market in 2001 with his Dublin-based chain of
Californian-themed juice bars. The firm is now Europes largest smoothie and
juice bar chain with mors than 30 stores. Juice of the month: Amazon Acai.
Love juice

Inspired by his travels in Asia, John Heseltine launched the Lovejuica chain

in 2003. With eight stores around tha UK and plans to open a further 50

stores by 2010, the London-based company has grand designs on the market for

fresh juice and smoathies.

Innocent

The smoothie bahemoth started life in 1998 with a 500 basket of fruit.
Innocent now turns over about 100m a year, selis two million smoothies a
week in more than 7,000 stores around the world and accounts for more than
60 per cent of the market.

Crussh

Crussh has 16 stores in London and plans to expand to more than 20
nationwide by the end of the year. It turns over more than 6m selling

drinks, as well as sushi, sandwiches and soup.
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HOME | Beyond cafe society ++ Forget your extra-shot skinny latte to go. There’s a new drink in town ~
and it won't send your blood pressure sky high. As Australia’s fresh juice giant muscles in on Britain's
high streets, Simon Usborne discovers why we'll soon be swapping our daily caffeine fix for crushed
carrot and pulped papaya

in the Eighties it was the hamburger giants that duelled for dominance in the high street. By the
Ninelles, coffes culture had seeped across the Atlantic and names such as Costa, Nero and, Starbucks

appeared on every corner.

Now, the front line in the battle for our stomachs and wallets has moved with the unsaturated,
dacaffeinated times. Secret weapons with names such as Mango Magic and All Berry Bang are pitted
against Bliss Blend and Green Goddess. In this war, things may get ugly — but at least they'll be healthy.

Tapping into a growing thirst for healthy snacks, an Australian juice bar chain, which has already taken
the Asia-Pacific by storm, landed in the UK this week with plans to crush the competition in a growing
market already reckoned to be worth more than £100m.

Boost Juice Bars kicked off its British invasion last Saturday, when it apened its flagship store in
Manchester's Trafford Centre. It followed up with a second branch in Oxford on Tuesday, and the
company hopes to be trading in at least eight bars nationwide by the end of the year, in venues from
shopping centres to ski slopes.

Richard O'Sullivan, Boost's UK head, claims early trade has been brisk. “Phenomenal is the word.
We're the best-performing store of all the 200 branches woridwide.” Boost's road to riches in Australia
has been equaily dramatic. Since its birth in 2000, in a Melbourna garage, the chain has become the
fastest-growing juice business in the southern hemisphere, boasting more than 180 stores in Australia,
Singapore, Chile, Kuwait, and now the UK.

(t was during a holiday in California that Jane Allis, who left school at 17 and once dabbled as a model,
saw a hole in the Australian market for a healthy alternative to fast food. A busy mother of three, Allis,
40, was fed up with the daily struggle to grab a quick but nutritious fix for herself and her sons.

So with the support of her husband and friends, she raised the funds to develop, with advice from her
children, a menu of exotic juices and smoothies that combined fresh fruits and vegetables but left out
preservatives, artificial flavours and added sugar. When she opened her first store in Adelaide, Allis’s
drinks were an instant hit.

A second outlet soon followed and within weeks Allis had signed a lease for a further 18. Now, with 10
times that number of branches, Boost Juice expects to rack up sales of £50m this year, sells more than
a million drinks a month, and juices 35 tonnes of mangoes a year. At one stage, Allis claims she
exhausted Adelalde’'s supply of bananas.

In Manchester, the entreprensur has stumbled on a franchisee with an impressive track record. Richard
O’Sullivan, from Bury, sold his Millie’s Cookies firm to catering glant Compass for £24m in 2003. After
striking cookia gold, O'Sullivan says he could have “put his feet up”.

It was his daughter who came across Boost Juice on her gap year in Australia. She phoned home to tsll
O'Sullivan, “Dad: you could do this.” He got straight on a plane to judge Boost for himsaelf. "It stopped me
in my tracks. It was an explosion of flavour, tasted great, and you just knew it was good for you.”

O'Sullivan, 44, now believes the UK juice bar market is ripe for an Aussie invasion. But he faces stiff
competition. Recant figures from Mintel show it has grown by more than 80 per cent in five years, with
Britons spending aimost £788m a year. As the fastestgrowing sactor of the UK soft drinks market after
bottled water, we guzzle more than 2 million litres of juica a year. And there's also competition from the
booming market in bottled smoothies made by big brands such as Innocent and PJ Smoothies, which
was bought by Pepsi for £20m In 2005. Togathar, they represent a major force in healthy, ethically
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sourced foods.

Alongside all of this, Mintel estimates the Fairtrade industry alone is worth more than £250m a year and
will be £500m by 2010 - and in June, the US chain Whole Foods Market, which has 193 stores in North
America and turns over more than £100m a year, will open its first store in the UK. It already owns Frash
& Wild, purveyors of pricey but eminently heaithy products including specialist, organic cheeses and
wheatgrass shots.

But in the shopping malls and on the hiah sireets of the nation’s metropolises, its brightly coloured juice
bars with cutely named drinks such as Good Marning and Berry Blast are making a splash, springing up
alongside the ubiquitous coffee shops and noodle bars, The UK is home to 24 multi-site juice bar
businesses of various sizes.

London -based chains Love juice and Crussh between them have 24 stores across England, with plans
to open dozens more In the next few years.

Crussh, which has so far concentrated its juice making in the capital, where it has 16 stores, leads the
market. The oompan‘#s managing director, Chris Fung, says he is unfazed by the prospect of an
Australian invasion, “There's easily space for more than one operator,” he declares.

O'Sullivan is equally bullish, and vows that Boost will flourish by setting itself apart with its funky,
Antipodean approach to juice. The company has built itself on an image of young, attractive staff who
dlance behind the counter and juggle fruit as they squeeze mangos, melons and grapefruit into shiny
plastic cups.

O’Sullivan schooled himself in the Boost way by spending six weeks as a volunteer juicer behind the
company’s Australian bars with his wife (and retail director), Dawn. Now back in Britain, rather than the
traditional interview, the couple held group auditions for staff. “We had over 100 16-25-year-olds and we
created such a vibe with music and movement to find applicants almost at the levei of stage school
students. Our staff can wear five different types of headwear. It's a far cry from the McDonald’s visor -
we're marketing to the iPod generation.”

The “local produce for local people” image ploneered by the American ics-cream makers, 8en & Jerry's,
and later in the UK drinks industry by Innocent smoothies, has been wholly embraced by the juice bar
chains. But with Ben & Jerry's recent $326m (£163m) sellout to Unilever, and Innocent’s whopping
£75m annual turnover, will consumers sas through the clever marketing? “When ane company does it
and finds success, everyane copies it. I's the same for juice bars, but already { think it's wearing a bit
thin. | think if the chains want to survive, they need to establish a more distinct image,” says Warwick
Cairns, planning director at Brandhouse, a London marketing agency.

O'Sullivan says the key to the success of the Boost brand will be the quality of the product. “You don't
open 200 stores in five years unless you've got something extremely special,” he says. "Healthy food
has a reputation for tasting bloody awful, whether it's having your mum ramming broccoli down your
throat or chewing on rice cakes. it's fantastic to have something with the texture of an indulgent
milkshake that tastes amazing and does you good.”

Cairns agrees that juice has come along way from the days when it meant longlife cartons of
pasteurised orange juice. “| remember when Tropicana was a huge step forward,” he says. "Now that
!o;lv-cost exotic fruit can be grown all year round and flown in, it's much easier to get hold of high quality
juice.”

Crussh's Chris Fung cradits the rise of the juice bar with an increasingly health conscious society.
Driven by a desira for products that are natural, nutritious and low on calories, todar's consumer wants
more than a short-lived energy burst from a caffeine-rich joit of java, or a sugary milkshake.

So do juics bars spell the demise of coffes shops? “Probably not,” says Cairns. “I'm not sure the market
can support year-round, dedicated juice bars, And it will be so easy for the coffee chains to fight back by
offering juicing facilities.” Cairns also says the bars will struggle in the winter, But Boost's chief, Richard
O’Sullivan, Is unconcemned by the prospact of blustery days in Manchester. “We only trade in protected
environments like shopping malls or airports, where the weather isn't an issue,” he says.

Protected from a chilly spring morning in a shopping mal at Canary Wharf, London, sits at least one
convert to juice. Gen Ford, a Canadian banker, is sipping on a Berry Blast outside a branch of Crussh.
The store is within a mango's throw of Star-bucks, Caffé Nero and Pret A Manger. Ford, 27, says: ‘I
used to grab a coffee on the way to my office almost every day, but now I'm all about smoothies. They
still give me a great kick in the mornings, but | know I'm aiso drinking something that's good for me and
tastes amazing.”

Boost Juice

Set up by an Australlan mother of three in 2000, Boost Juice now boasts 200 branches in the Asia
Pacific and opened its first two UK stores last week.
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The firm expects to rack up more than £50m this year with a range of drinks including Mango Magic.

Zumo
The Irish entrepreneur Cathal Power launched Zumo and filled a gap in the Irish drinks market in 2001

with his Dublin-based chain of Californian-themed juice bars. Thae firm is now Europe's largest smoothie
and juice bar chain with more than 30 stores. Juice of the month: Amazon Acai.

Love juice
Inspired by his travals in Asia, John Heseltine launched the Lovejuice chain in 2003. With eight stores

around the UK and plans to open a further 50 storas by 2010, the London-based company has grand
designs on the market for fresh juice and smoothies.

Innocent
The smoothie behemoth started life in 1928 with a £500 basket of fruit. Innocent now turns over about

£100m a year, sells two million smoothies a week in more than 7,000 stores around the world and
accounts for more than 80 per cent of the market.

Crussh

Crussh has 18 stores in London and plans to expand to more than 20 nationwide by the end of the
year, It turns over more than £6m selling drinks, as well as sushi, sandwiches and soup.
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Boost Juice Bars is gearing up for an aggressive overseas expansion drive focused on extending the
brand into key markats throughout Europe, following last week's launch of its first outlet in the UK.

Janine Allis, Boost Juice Bars founder and chief exacutive, said the company has ambitious growth
targets for the business with up to 20 stores set to be launched in the UK within two years, and with
plans to roll-out up to 300 outlets over the coming five years if the venture proves successful.

Richard O'Sullivan and Mario Budwig, who started up the hugely successful UK-based biscuit and
muffin retailer Millie's Cookies, are partnering with Boost on the UK launch.

The Boost Juice Bars company is also preparing to break into a number of international markets in the
first half of this year with plans to roll out new franchise stores in Portugal, Hong Kong, South Africa and
Thailand by August.

The Australian juice bar chain opened its first store In the UK in Old Trafford shopping centre based in
Manchester ]?n April 14, with a further two outlets to be launched in Oxford and Nottingham in the
coming weeks.

The initial UK store opening is being supﬁoned by a major sampling drive and extensive PR campaign
focusing on the “Juice Wars” theme, as the brand moves to shaks-up the booming UK smoothie market,
currently dominated by in-store smoothie labels such as Innocent and London-based rival chain Crussh

Allis hopes to translate the concept of the established Boost brand in Australia that centres on promoting
the healthy, fun-loving, beach-side culture of the region to the UK market.

Steph Malkin, the recently installed marketing manager for the UK operation, is overseeing the launch
campaign.

Allis said the company is also preparing to roll out an above-the-line campaign to promote the brand in
the UK with radio and outdoar activity likely to break around August, supported by a marketing budget of

around £50,000 ($120,000). The chain currently spends around $4m on marketing and advertising in
Australia with an estimated 80% of that budget being channelled into radio.

Boost, which was founded in 2000, currently has more than 170 stores across Australia, with operations
in Chile, Indonesia, Kuwait and Singapore.
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The bor?ming smoothie market is facing a shake-up with the arrival of a rapidly expanding Australian
juice chain.

Boost Juice, the fastest growing smoothie business in the southern hemisphere, hopes to conquer
Britain under the management of the team behind Millie's Cookies. Richard O'Sullivan and Mario
Budwig, who grew the cookies and muffins chain to more than 100 outiets across the country, are
turning their attention to a healthier form of indulgence.

Tapping into a growing thirst for healthy snacks, the UK's first Boost Juice opened in Manchester's

Trafford Centre this weekend and will be followed by another outlet in Oxford later this week. Boost
claims to be Australia's fastest growing retail chain and has been dubbed the Starbucks of the juice
world, with more than 30 stores opening each year.

Started in 2000 when Australian mother of three Janine Allis had tired of looking for healthy, takeaway
snacks for her young boys, Boost has expanded into Chile, Kuwait, Singapore and Indonesia. it has four
other countries on its radar for this year,

in Britain it is being launched into a cut-throat market. Demand for frash fruit drinks has expanded
rapidly in recent years. The UK is aiready home to 24 multi-site businesses of various sizes. There is
also a booming market for in-store smoothies such as Innocent.

Mr O'Sullivan, Boost's UK head, says he is undaunted by what he calls an "absolutely saturated”
battieground.

He said; "Everybody is piling into the market and the rents are baing driven sky-high. There'llbe a
consolidation. There are going to be casualties. There'll be a tipping point and that tipping point will be
erithler adrl! agquisition of a competitor or just becoming outright preferred brand by both the consumer and
the landlord.”

Boost hopas to set itself apart from rival chains such as London-based Crussh with an Australian feel.
g'hle business has built its brand on an image of young staff who are encouraged to dance and juggle
ruit.

Mr O'Sullivan spent six weeks working behind Boost bars in Australia with his wife and retail diractor
Dawn. The couple have held auditions, rather than interviews, for new staff and the 20 paople picked
are at a pre-launch smoothig school.

Mr O'Sullivan, 44, and his business partners sold Millie's for a reported pounds 25m in 2003 and he
stayed until the start of 2008, taking his time at the chain to just short of 20 years.

He then becams involved with Boost on the recommendation of his daughter, who was in Australia on a
gap year. *She phoned me and said there's a business here in Australia and it looks like something
you've done,” he said. A trip to Australia and meetings with Boost's founders followed.

“i had a look at it and loved it,” he says. "Tha reason for taking Boost is really simple: they were going to
come to Britain whether you like it or not.”

He plans three more bars in Manchester this year and is considering a range of venues from shopping
centres to indoor ski slopes.

*Our first six to eight stores are all in different types of environments so we are taking it for a test drive,”
Mr O'Sullivan said. “If the brand is as poputar as wa think it will be, the potential is enormous.”
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The bor?r?ing smoothie market is facing a shake-up with the arrival of a rapidly expanding Australian
juice chain.

Boost Juice, the fastest growing smaothie business in the southern hemisphere, hopes to conquer
Britain under the management of the team behind Millie's Cookies. Richard O'Sullivan and Mario
Budwig, who grew the cookies and muffins chain to more than 100 outlets across the country, are
turning their attention to a healthier form of indulgence.

Tapping into a growing thirst for healthy snacks, the UK's first Boost Juice opened in Manchester's
Trafford Centre this weekend and will be followed by another outiet in Oxford later this wesk. Boost
claims to ba Australia's fastest growing retail chain and has been dubbed the Starbucks of the juice
world, with more than 30 stores opening each year.

Started in 2000 when Australian mother of three Janine Allis had tired of looking for healthy, takeawa
snacks for her young boys, Boost has expanded into Chile, Kuwait, Singapore and Indonesia. it has four
other countries on its radar for this year.

In Britain it is being faunched into a cut-throat market. Demand for fresh fruit drinks has expanded
rapidly in recent years. The UK is already home to 24 multi-site businesses of various sizes. There is
also a booming markat for in-store smoothies such as Innocent.

Mr O'Sullivan, Boost's UK head, says he is undaunted by what he calls an "absolutely saturated"
battleground.

He said: "Everybody is piling into the market and the rents are being driven sky-high. There'li be a
consolidation. There are going to be casualties. There'll be a tipping point and that tipping point will be
either an acquisition of a competitor or just becoming outright preferred brand by both the consumer and

the landlord.”

Boost hopes to set itself apart from rival chains such as London-based Crussh with an Australian feel.
;l'h% business has built its brand on an image of young staff who are encouraged to dance and juggle
Tui

Mr O'Sullivan spent six weeks working behind Boost bars in Australia with his wife and retail director
Dawn. The couple have held auditions, rather than interviews, for new staff and the 20 people picked
are at a pre-launch smoothie school.

Mr O'Sullivan, 44, and his business partners sold Miliie's for a reported pounds 25m in 2003 and he
stayed until the start of 2008, taking his time at the chain to just short of 20 years.

He then became involved with Boost on the recommendation of his daughter, who was in Australia on a
gap year. "She phoned me and said there's a business here in Australia and it looks like something
you've done,” he said. A trip to Australia and meetings with Boost's founders followed.

"l had a look at it and loved it," he says. "The reason for taking Boost is really simple: they were going to
come to Britain whether you like it or not.”

He plans three more bars in Manchester this year and is considering a range of venues from shopping
centras to indoor ski slopes. :

*Our first six to eight stores are all in different types of environments so we are taking it for a test drive,”
Mr O'Sullivan said. “If the brand is as popular as we think it will be, the potential is enormous.”
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NO time for breakfast before you start work? Grab a Bemry Breakfast Smoothie on your way in. lt's a
blend of blusberries, muesli, low-fat natural yoghurt, skimmed milk, honey and a wheatgerm booster - all

your nutritional essentials in one. Available from Grussh, which has 16 stores in London and is
sxpanding nationwide this year, from £3.
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First it was fast food hamburger joints flooding town centers in the United Kingdom. Then it was coffee
shops on every straet corner. But now the trendy thing in Merry England is smoothie bars like Crussh
that serve up healthy drinks using frozen yogurt.

London's Crussh, which opened its 15th branch late last year, is the United Kingdom's biggest smoothie
chain. Now almost nine years old, its sales were more than & million [pounds sterling] last year. But
Boost Juice Bars, which has nearly 200 outlets stretching from Australia to Kuwait, is set to enter the
market, with plans to open bars in Manchester, Oxford and Nottingham this spring.

Boost Juice was founded by Australian Janine Allis. "In the beginning it was just an idea,” she states on
her company website. After noticing the juice bar fad in the United States, Allis was inspired to bring it
back to Austraiia. However, rather than duplicating American juice bars, she added her own flair and
personality to the concept of “fast food you can feel good about.”

Aithough the world's largest smoothie chain, United States-based .Jamba Juice, has yet to enter the
United Kingdom marketplace, chains such as Love Juice and Fruit Boost are aiso expanding to tap into
a market estimated to be worth approximately 100 million [pounds sterfing] and said to be doubling each
year, in a country where warnings about obesity and increased awareness of the importance of eating
five servings of fruit a day have fueled a surge in heaithy eating.

MIT SMOOTHIE BARS SETZT GROOBRITANNIEN WIEDER EINMAL DEN NEUESTEN TREND

Erst waren es die Fast-Food-Burger-Restattrants, die in Grossbritannien die Innenstadte uberflutet
haben, dann die Coffes Shops, die es bald an jeder Strassenecke gab. Der neusste Trend in Merry
England sind nun dle Smoothie Bars wie z.B. Crussh, in denen gesunde Getranke auf der Basis

gefrorenen Joghurts serviert werden.

London’s Crnssh, die im Oktober die 15. Nisderlassung eroffnet haben, ist die grosste .Smoothie Chain"
in Grossbritannien. Im achten Jahr haben die Verkaufe schon mehr als 5 Millionen [pounds sterling]
erreicht, Nun will auch Boost Juice Bars, {es gibt bereits ca. 200 Bars von Australien bis Kuwait) den
anglischen Markt erobern und plant, ab Marz Bars in Manchester, Oxford und Nottingham zu eroffnen.

Grunderin von Boost Juice ist die Australierin Janine Allis. ,,Am Anfang war es nur eine Idee,” erklart sie
auf der Websids ihres Unternehmens. Nachdem sie die Saftbars in den USA kennen gelernt hatte,
nahm sie die Idee mit nach Australien. Sie entwickelte jedoch keine Kopie nach amerikanischem
Vorbild, sondern kreierte Bars mit eigenem Flair und Personlichkeit.

Auch wenn die grosste ,,Smoothie-Kette" der Welt, die amerikanische Jamba Juice, erst seit kurzen auf
dem englischen Markt zu finden ist, planen waitere Ketten wie Love Juice und Fruit Boost die Expansion
auf dem englischen Markt, der auf 100 Millionen [pounds stering].

LES BARS A SMOOTHIE SONT LA DERNIERE TENDANCE AU ROYAUME-UNI.

It y eut tout d'abord les enseignes de restauration rapide qui envahirent les centres-villes des villes
britanniques. Puis ce fut le tour des coffee shops qui commencement a pulluler a chaque coin de fue.
Mais aujourd'hui, la derninre tendance en Angleterre ce sont les bars a smoothie (avec par exemple
Crussh{ qui servent des boissons saines h base de yaaurt surgele.

La sociste londonienne Crussh, qui a ouvert sa 15e enseigne an octobre, est la plus grande chaine de
Smoothie du Royaume-Uni. Cette chaine, qui existe maintenant depuis 8 ans, a realise des ventes
superleures a 5 millions de livres 'an dernier. Boost Juice Bars, avec pres ds 200 points de vente de
I'Australie au Koweit, s'apprete a conquerir le marche et a fintention d'ouvrir des bars a Manchester,
Oxford et Nottingham au mois de mars.

La societe Boost Juice fut fondee par une Australienne, Janine Allis. << Au depart, ce n'etait vraiment
qu'une idae, >> declare-t-elle sur le site Web de sa societe. Apres avoir remarque la mode des bars a
jus de fruits aux Etats-Unis, Allis eut envie de ramener lidee en Australie. Cependant, au lieu de faire la
copie conforme des bars a jus de fruits amencains, elle ajouta son propre style et sa personnalite au
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concept de << restauration rapide qui ne vous fera pas rougir de culpabilite. >>

Meme si ia plus grande chaine mondiale smaothie, la societe americaine Jamba Juice, doit toujours
faire son entree sur le marche britannique, des chaines comme Love Juice et Fruit Boost sont
actusllement en pleine expansion et veulent obtenir leur propre part d'un marche dont la vaieur,
actuellament estimee a 100 millions de livres.

SMOTHIE BARS, LA ULTIMA MODA EN EL REINO UNIDO

Las cadenas de hamburgueseria fusron las primeras en inundar todos los centros comerciales del
Reino Unidos. Despues les siguieron las cafeterias, con un establecimiento en cada esquina. Ahora lo
que esta mas de moda son los bares donde se sirven "smothies”, bebidas saludables hechas con
yogurt congelado.

Landon's Crussh, que abrio su establecimiento numero 15 en octubre, es la cadena mayor de
smoothies del Reino Unido. Con ocho anos de histona, el ano pasado consiguio ventas por un valor
superior a los 5 millones de libras. Pero Boost Juice Bars, que tiene casi 200 establecimientos
esparcidos desde Australia a Kuwait, parece que va a entrar en el mercado, con planes de abrir bares
en Manchester, Oxford y Nottingham para marzo.

Boost Juice fue fundado por ia australiana Janine Allis. "Al principio era solamente una idea", afirma en
la pagina web de su compania. Despues de notar que los bares de jugos estaban de moda en Estados
Unidos, Allis tuvo la idea de resntroducirlos en Australia. Sin embargo, en vez de dupliicar los bares de
jug({iagericanos, anadio su propia personalidad al concepto de "comida rapida con la que te puedas
sentir bien™.

Aunque la cadena de smothies mayor del mundo, Jamba Juice, con sede en Estados Unidos, todavia
no se ha introducido en el mercado britanico, cadenas como Love Juice y Fruit Boost estan tambien
extendiendose para antrar en un mercado cuyas ganancias se cifran en 100 millones de libras y se
duplican cada ano; en un pais en que crece la idea de la impertancia de tomar § piezas de fruta al dia y
en el que se ha levantado la alerta contra la obesidad y en favor de la alimentacion sana.

COPYRIGHT 2007 E.W. Williams Publications, Inc.
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The cup continues to run over for the fruit juice market, with the smoothiaes
category enjoying sales growth of well over 200% last year, writes Helen Gregory

C onsumers just can't get enough of juices and smoothies. Aimost one fifth of the population bought a
smoothie last year, according to TNS, while fruit juice consumption rose 24% to 366mi per person each
week, according to the latest Expenditure and Food Survey.

The total juices and smoothies market grew 18% last year, taking it to £966m [TN'S, 52 w/e 3 December
2006]. Not-from-concentrate julce was the largest sector in the chiller cabinet (growing 34% to £230m),
although ambient from-concantrate juices were still the biggest sellers, rising 7% to £297m. Smoothies
was the fastest growing area of chilled, up 222% to £65m.

But as the category grows, so does

confusion among consumers about which type of juice to buy, with disagresment among manufacturers
about whose health claims are correct, Some consumers believe juices in the ambient ar long-life aisle
contain preservatives, for example, aithough most don't.

According to TNS, the perception that fresh is more healthy means growth is being driven mainly by
chilled drinks. Many shoppers then trade up from the lower-priced concentrate into the more premium
not-from-concentrate juices and smoothies.

Howaver, Pago Fruit Juices UK MD Tony Harwood says orange fruit juice from concentrate is a better
option. Fresh juice mainly comes from Brazilian oranges which are transported here before they are ripe
and then squeezed In Europe, he argues. Picking and squeezing them ripe and extracting the
concentrate is far better, he claims.

Chris Fung, MD of juice and smoothie chain Crussh, adds: "Manufacturers of bottled smoothies and
juices have long kept a fid on the fact that their drinks are pasteurised - heated for the purpose of killing
harmful organisms such as bacteria. What many consumers don't know is that this process actually kills
off many of the beneficial enzymes present in frash fruit.”

The distinctions between frash juices, from-concentrate and not-from-concentrate products are not
always clear, agrees Helen Thomas, Musgrave Budgens Londis category manager. "On-pack
information is not always written in consumer-friendly language,” she says.

Research by juice supplier Princes reveals that consumers often buy ambient because of its
convenience and will give it to their children during the week, while they buy chilled at weekends for
themssives.

Although freshly squeezed orange juice is recognised by many to be premium quality, shoppers are
often mora likely to buy this to drink when they are away from home. Johnson's Juice, for example, sells
mainly in the foodservice sector to people on the go.

Brand manager Dan Gough says: "Consumers seem to be more willing to buy it when they're out of
home. They like it when they're taking time over breakfast, or during the daily commute.”

There is still work to be done to make consumers aware of the organic offerings in the chiller cabinets,
advises Andrew Shupick, MD of Grove Fresh.

"We've helped the organic sector shake off its hippy image and get firmly established in mainstream
retailing. Now our challenge is to direct more consumers to chilled organic brands," he says.

Despite the prevalence of plastic and

cardboard, some manufacturers believe glass bottles will make a comeback.
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"If you look at most of the major grocers you are baginning to see a nascent recognition of premium
products in glass in the ambient aisle,” says Justin Presser, brand manager for Sunraysia, noting that
affluent consumers have been buying into this sub-category, as have consumers coming back from
countries which offer this format.

"Glass bottles are not regarded as the best container for juices by many consumers, who look to plastic
bottles for 'freshness',” adds Lawrence Mallinson, MD of James White Drinks.

"Reality does not match their expectations, as most of these are no fresher than their glass-bottled
squivalents.”

Whatever format it comes in, juices and smoothies help consumers get their recommended dose of
vitamins, agree most manufacturers.

Britvic's new Robinsons Smooth Juice - a 100% pure juice with barley - claims to provide one of the five
target portions of fruit and vegetables in each serving.

Manufacturers have also responded to changes in rules governing the nutritional standards in schools,
introducing new juice drink formulations with a higher juice content and fewer additives.

Meanwhile, brands are shrugging off criticisms about the sugar content in juices and smoothies.
Tropicana is typical of most: "We're conscious about the arguments over heaith but there's nothing we
can do in tarms of reducing sugar apart from replacing it with artificial sweetaners, and we wouldn't do
that,” says marketing director Will Ghali.

An equally important trend is the benefits that have been added to many juices and smoothies, including
vitamins, fibre, calcium, omega-3 and soya. Global fruit fields are also being scoured for the latest
berries to create 'superfruit’ drinks.

Rob Spencer, marketing and business developmant director at Gerber Juice Company, says
manufacturers are increasingly looking to fortify their juice drinks with added health ingredients.

*This is leading to a blurring of boundaries as manufacturers seek to combine the benefits of juice with
other soft drinks segments such as milk, dalry, soya and water,” he says. “This means fruit juice
becomes a base driver for healthy, natural and exciting flavours.”

Juice and juice drinks are definitely
reaching far beyond the breakfast table -
and the bubble could be about to burst for

fizzy drinks.n
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THE WARM WEATHER HAS ARRIVED EARLY - AND THERE'S NO BETTER TIME TO GET
YOURSELF IN SHAPE. ALICE HART- DAVIS OFFERS 25 ZESTY WAYS TO CAST OFF THOSE

WINTER BLUES

Don't go to the gym

Get outside in the fresh air and go for a run to make the most of the lighter mornings and longer
avenings. Mave a Run with a View with a personal trainer from www.moveyourbutt.com . You will be
taken out on the most picturesque route in your area for a serious cardio workout plus inspiring scenery.
£50 per hour; to book, visit the wabsite or call 0700 340 1378.

Tone up your flab

Learn about healthy living, healthy eating and healthy cooking at Lean for Life, a conference to be held

in London on 21 April. Speakers include Dr Paula Baillie-Hamilton, the author of several books on the

effect of synthetic chemical toxins in our lives, and Dr Robert Verkerk, one of the founders of the

/;dlial:xca for Natural Health. Tickets cost £120; call 01334 470 954 or visit www.leanforlife.org.uk _ to
00K,

Brighten that sailow complexion

Use a Transformulas lce Mask, a home treatment which gives you a ?low like you'd get after a bracing
walk along a beach. 'Liquid ice’ is poured onto a this rayon mask making it extremely cold. its
ingredients hydrate the skin and stimulate collagen growth, but the mask itself is very simple to use,
£49.95 for six, from www.transformulas.com or 0800 161 3166.

Start springing about

Or at least rebounding. Yes, on one of those small trampolines. It's actually extremely good exercise, is
easy on your joints and is great for activating a sluggish lymghatic system (the bouncing action assists
lymph circulation). It will also help tone your core muscles while boosting your heart rate. Prices start
with the £24.99 RbK mini trampoline at Argos and go up to £79.99 from brand-leaders Supertramp

ram .

Kick-start a healthy eating regime

Make an effort to drink more smoothies; they're the easiest way of upping your fruit and vegetable
intake. Try the new Detox smoothies and Breakfast Thickies from Innocent (£1.75 for a 200ml bottle), or
visit Crussh juice bars to have a fresh smoothie (such as the Berry Blaster with raspberries, blueberries
and frozen yoghurt, from £2.75) made up while you walt, There are a dozen of these bars across
London (see www.crussh.co.uk for locations).

Go green in the kitchen
Turn over a new leaf and switch your household cleaning products for naturally derived, non-toxic,

gg%degrad‘eable ones from Method. The cucumber-scented all-purpose cleaner costs £4 at branches of
n Lewis.

De-stress your face
Try Rejuvanassencs, a gentle, face-relaxing treatment which removes strain from facial muscles and
thus reduces wrinkles entirely naturally. Caroline Josling is the best practitioner and also trains

theraéﬂsts in the technique; catch her in Battersea (020 7223 0767, www.carolinejosling.com ) or at the
Life Centre in Notting Hill (020 7221 4602), from £80 a session.

Dump negative or painful memories
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Do this by {earning a simple but effective technique called EmoTrance. In essence, when the bad
memory or thought surfaces, you hotd onto it, while encouraging your mind to let the painful feelings that
g 53;0_;(;93 éssosften and flow' and thus disperss. For more information, visit www. emotrance.co.uk or call

Brighten your yoga practice

Lighten up any yoga session with a tongue-in-cheek mat from Plank {with digital images printed on
them, such as a half-eaten muffin). The eco-friendly mat costs £52 and will be available later this month
when the inspirational healthy-living website, www.glowgetter.co.uk , launches.

Go to work on an ‘egg’

Look your bast while you improve your health by learning the easy way to apply flawless foundation,
with a ‘beauty blender'. This is an egg-shaped sponge you use with a bouncing motion to dab foundation
into place. Celebrity fans include Beyonce, Gwen Stefani and Oprah. Exclusively available at Selfridges
(08708 377 377, www.selfridges.com_), priced £24, which includes a jar of a special cleanser.

Help your digestion

Eating more raw food will boost your intake of vitamins and minerals. Karen Knowler ( www.therawfood
coach.com), co-author of Feel-Good Food: A Guide to Intuitive Eating (The Women’s Press, £8.99),
recommends starting the day with as much fruit as you want for breakfast, then making sure that at
lunch and supper, half your plateful of food consists of frash, raw ingredients such as salad, vegetables,

beansprouts, nuts and seeds.
Find new inspiration

Visit the Vitality show at Olympia (29 March-1 April) where 400 companies are offering their newest
ideas on health, beauty and wellbeing. Jemma Kidd is doing make-up demonstrations and Wendy Lewis
is speaking about cosmetic surgery and treatments. Tickets are £13 if baoked in advance (£16 on the
door); for details, call 0870 220 4545 or visit www.thevitalityshow.co.uk .

Stretch yourself

Stretching clears the mind, calms the body, eases out the niggling tight bits and is avery bit as important
as working out muscles in the first place. Find a stretch class at your local gym or buy a DVD of Method
Putkisto, the ultimate deep-stretching technique, (The Body Lean and Lifted, £19.95; to order calf 020
8878 7384 or visit www.methodputkisto.com ).

Change your hair colour
‘As the days get lighter and brighter we want our hair to reflect this change,' says top hair colourist Lisa
Shepherd. 'Brunettes can have a few strands of a soft caramel around the face for an instant sunkissed

look. Blondes can be brighter and bolder at this time of year, so add in some extra creamy blonde at the
front, which looks great against summer skin

Take a short course of Daoyin Tao

This is a form of acupressure done on the face by Rosanna Bickerton ( www.handsonfeet.com ). Far
from being a 'faclal', this powerful treatment has proved helpful in conditions as varied as eczema,
migraine and bulimia. £90 at The Brompton Cross Clinic, 13 Crescent Place, SW3 (020 7052 0070).

Discover a new scent
Take the expert approach to finding a new fragrance <\<>- go for a consultation at Roja Dove's Haute

Parfumerie at Harrods (from £50; to book, call 020 7893 8797) or, from April, visit the newly revamped
perfume department at Fortnum & Mason where expaerts can guide you towards new choices.

WATCH the birds

It will clear your mind, distract you from your worries and brightan up your day: To find out more about
which birds you're watching, investigate www.rspb.org.uk .

Improve your health knowledge

Sign up (for fres) to a healthy-living newsletter which contains a wealth of useful information about
everything from common ailments and traditional remedies to the latest scientific breakthroughs and is
delivered straight to your inbox. The author, Ray Collins, takes a down-to-earth approach to heaith and
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does all the research so you don't have to. www.goodlifejetter . co.uk
Book a holiday with a difference

Go on the new S{Ja-fan' from Waellbeing Escapes, which combines the excitement of a safari tour with
the indulgence of a spa retreat, In Kenya, visit the Shaanti Spa at Diani for three days, followed bg a
four-day safari in a luxury tented camp in Tsavo East, Kenya's largest National Park. From £1,900 per
person, call 0845 602 6202 or visit wellbeinges .

Sleep soundly

Improve ¥our ‘sieep hygiene’, that is, your sleeping habits, to give yourself more energy. Rather than
having a lie-in at weekends, try to go to bed and get up at the same times each day. <\<>And if you
always feel tired when you wake up, put your light out 10 minutes earlier aach night until you find that
you are getting snough sleep.

Have your make-up CusTom-made

Get a lipstick or an eyeshadow or a foundation, made up to your own precise specifications at the new
ColorLab counter in Selfridges (?‘round floor, in the Living Beauty section near the fountain pens). As
well as ending up with exactly what you want (to match an outfit, say, or a favourite, discontinued old
lipstick), the whole process is immense fun, and takes about 15 minutes.

Get more out of exercise

Improve the way you camy out your workouts. Start to consider exercise as an art rather than simply
pushing through the pain, say Alexander Technique teacher Malcolm Balk and writer Andrew Shields,
co-authors of a new book on the topic (Master the Art of Working Out, Collins & Brown, £12.99) and you
will become fitter and more balanced, with better posture, too.

Indulge in a spot of Floracologie

Try a new range of bath products and body moisturisers that combine the fragrance - and benefits - of
aromatherapy with the traditional powers of Bach Flower Remedies. Bed of Roses bath soak and body
cream, £5 sach, at larger branches of Sainsbury.

Do away with spots

Get your facial blemishes under control with TX Acne 1.2.3, the new skincare re?ime from Beverly Hills
skin specialists Leaf & Rusher. This three-step programme includes a foaming cleanser (£20), Acne
Serum Tx (£30) and a super-effective Acne Spot Tx (£20). The products arrive in SpaceNK in May; if
you want to make sure of getting them first, you can put your name on the waiting list (020 8740 2085).

Step into a new regime

Learn the Pilates exercises that you can do while wearing your MBT (Masai Barefoot Technologg)
trainers. ‘Wearing MBTs perfectly complements my Pilates training,' says Pilates guru Lynne Robinson,
who has devised the moves. ‘They reinforce awareness of good posture and help strengthen key
muscles.’ Find a free illustrated guide to the exercises at MBT suppliers (to find your nearest, visit

www.swissmasai.co.uk or call 020 7684 4633).
Document NS00000020070313e33d0003f
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THIS time of year is when we most need superfoods, something to bolster those easily made {and just
as easily broken) resolutions. This year the contenders are goji berries, acai berries, acerola cherries,
and making a comeback, rare haney.

Goiji berries originated in China and Tibet, where they are sometimes known as wolfberries. They have

strong anti-oxidant properties, are laden with carotenoids and can contain far more vitamin C than
oranges and significant amounts of vitamin 81, vitamin B2, vitamin B6 and vitamin E.

Acai berries come from Brazil. They, too, have established a reputation as cancer-fighters, having twice
Kwe antioxidants of blusberries and have a celebrity following including Oprah Winfrey and Andrl
gassi.

The acerola cherry is also from Brazil and as well as containing large amounts of vitamin C it contains
vital minerals such as magnesium and potassium.

Honey has always been a health food, but recent studies have shown that Manuka honey (honey from
countries such as New Zealand whare the bees can feed on tea tree blossom) has healing properties,
and that taking smalil amounts of honey mixed with bee polien to build up resistance can give some
sufferers relief from hay fever.

The simplest way to get a daily dose of these superfoods is to visit one of the many juice bars that
feature smoothies or juices made on the spot. At Crussh you can add any or all of a large range of
boosters to your morning juice — ginseng, ginger, spirulina (a bluegreen algae), guarana, bee pollen,
aloe vera, goli, acai or wheatgerm. It's also worth looking out for juices from the Berry Company — these
are made in collaboration with Heart Research UK, the goji with passion fruit is very rich and pleasantly
tart, while the acai with raspberry is a rather swester.

For rare and medicinal honeys it is hard to beat a trip to the Hive honey shop. Thankfully none of these
*superfoods” (with the possible exception of neat wheatgrass juice) tastes unpleasant, so for once you
can enjoy fulfilling those healthy resolutions.

Crussh bars are open across

London,

Crussh Canary Wharf, Tower Concourse

Level, One Canada

Sq, E14 (020 7513

0076); 27

Kensington High Street, W8 (020 7376 9786).

Some branches of Waitrose stock the Berry Company juices "Goji with passion fruit" and "Acai with
raspberry”. 1 litre £3.30. www.theberrycompany.co.uk

Hive Honey Shap, 93 Northcote Road, SW11 (020 7924 6233) www.thehivehoneyshop.co.uk . New
Zealand Manuka Honey £10.95 227g. Honey, Pollen and Royal Jelly £8.50 113g.

Pure California, 39 Beak Streat, W1 (08456

019141) goji power smoothie or energy elixir with acai — three sizes £3.85; £4.50; £5.50.
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Frash & Wild, 68-75 Brewer Streat, W1 (020 7434 3719). Acai smoothie £4; acerola smoothie £4,
acerola cherry juice £3.89 330ml. :
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Bracknell

Berkshire

1 Arlington Square

BenQ-Siemans has taken 6,500 sq ft (604 sq m) of office space on a 10-year lease from a private
landlord at a rent of around £21.50/sq ft (£231.43/sq m).

Agent: Lambert Smith Hampton, 0118 9598 855 {BenQ-Siemens).
Edinburgh

71 Hanover Street

The Driver Group has bought 2,282

E ﬂs((z)é g sq m) of office space for owner-occupation from a private vendor for a sum in the region of
25,000.

Agent: King Sturge, 0131 225 4221 (the Driver Group).
London EC1

Fleet House

57-61 Clerkenwell Road

Nicholas Grimshaw has taken 20,000 sq ft (1,858 sq m) of office space on a 10-year tease from
Pixelpark at a rent of around £20/sq ft (£€215.28/sq m).

Agent: EA Shaw, 020 7240 2255 (Pixelpark).
London W1

Third floor

64 Baker Street

Genpact has taken 1,634 sq ft (152 sq m) of office accommodation on a five-year lease from the
Portman Eslate at a rent of £33.42/sq ft (£359.73/sq m).

f\qents: C;odfrey Vaughan, 020 7659 4949, DTZ (the Portman Estate); CB Richard Ellis, 020 7399 9600
Genpact).

London W1
40-44 Newman Street

Alias Smith & Singh has taken 1,101 sq ft {102 sq m) of office accommodation on a five-year lease from
Resolution Asset Management at a rent in the region of £16.17/sq ft (£174.05/sq m).

Agent: Kinney Green, 020 7647 8966 (Resolution Asset Management).

l.ondon W1

2007 Factiva, Inc. All rights reserved.

38




Ground floor

9 Upper Berkeley Street

Marcol Group has taken 399 sq ft (37 sq m) of office accommodation on a five-year lease from the
Portman Estate at a rent of £27.57/sq ft (£296.76/sq m).

Agents: Gadfrey Vaughan, 020 7659 4948, DTZ 020 7408 1161 (the Portman Estate).
London WC2

Second floor

40 St Martins Lane

HH & Co has taken 400 sq ft (37 sq m) of office accommodation on a five-year lease from Legal &
Genaral Pension Fund at a rent of around £36.25/sq ft (£390.20/sq m).

Agent: EA Shaw, 020 7240 2255 (Legal & General Pension Fund).
London W1

Medius House

63-69 New Oxford Strest

Mobile Streams has taken a total of 2,410 sq ft (224

sq m) of office accommodation on a six-year lease from Mars Pension Trustees at a rent of around
£21/sq ft (£226.05/sq m).

Agents: Thomas Davidson, 020 7734 3443 (Mars Pension Trustees); Kinney Green, 020 7647 8966
(Mobile Streams).

London W1
Second and third floors
151 Wardour Street

Digital Classics has taken 8,035 sq ft (746 sq m) of office accommadation on a 10-year lease from
Moorevale at a rent of around £41.44/sq ft (£448.06/sq m).

Agents: EA Shaw, 020 7240 2255, Godfrey Vaughan, 020 7659 4949 (Moorevale); Devono, 020 7409
0024 (Digital Classics).

London WC2

22 Henrietta Street

Maxwells Restaurants has taken 5,339 sq ft (496 sq m) of office space on a six-year lease from NERC
at £23.41/sq ft (£251.99/sq m).

Agent: EA Shaw, 020 7240 2255 (NERC).
London WC2
Third floor

20 York Buildings

CIL has taken 1,175 sq & (109 sq m) of office space on a five-year lease from Grosvenor Securities ata
rent of £38.50/sq ft (£414.41/sq m).

Agents: EA Shaw, 020 7240 2255 (Grosvenor Securities); Kinney Green, 020 7643 1500 (CiL).
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Morganstown

Glamorgan

8 Ty-Nant Court

Ball & Co has bought 3,100 sq ft (288 sq m) for owner-occupation from Zonner Industries for £480,000.
Agent: Emanuel Jones, 029 2081 1581 (Zonner Industries).

INDUSTRIAL

Abingdon

Oxfordshire

1-2 Ashville Trading Estate

Suffolk Way

Unique Distribution has taken 10,657 sq ft (990 sq m) on a one-year lease from Debenhams at a rent of
£72.35/sq ft (£778.78/sq m).

Sgenlt,s: Lar;xben Smith Hampton 01865 200244 (Debenhams); VSL & Partners 01865 848488 (Unique
istribution).

Aylesford
Kent
New Hythe Lane

Whirlpool has taken 246,485 sq ft (22,898 sq m) on a 10-year lease from the Meteor Partnership at a
rent of £8.50/sq ft (£69.97/sq m).

Agents: Edwin Hill, 01322 285588, C8 Richard Ellis, 020 7182 2000, King Sturge, 020 7796 5454 (the
Maeteor Partnership); Jones Lang LaSalle, 020 7493 6040 (Whiripool).

Bicester
Oxfordshire
3 Talisman Business Centre

Load Master has taken 11,817 sq ft (1,098 sq m) on a 10-year lease from Legal & General at a rent of
£5/sq ft (£53.82/sq m).

Agent: Lambert Smith Hampton, 01865 200 244 (Legal & General).
Cambridge

Cambridgeshire

Platinum Building

St John's Innovation Park

Telstra Europe has taken 18,770 sq ft (1,744 sq m) on a 10-year lease from Cadence Designs Systems
at a rant of £15.75/sq ft (£169.53/sq m).

Agent: LSM Partners, 01708 463054 (Telstra Europe).
Glasgow
Milnpark Trading Estate

Kinning Park
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Brighthouse has taken 1,700 sq ft (158 sq m) on a five-year lease from Industrial Property investment
Fund at £5.25/sq ft (£56.51/sq m).

Agents: King Sturge, 0141 204 2221, FG Burnett, 0141 249 6620 (industrial Property).
London NW10

Park Royal

Unit 4

The Chase Centre

Chase Road

Luxottica Group has taken 3,757 sq ft (349 sq m) of industrial space on a 10-year lease from Stanhope
Pension Trust at a rent of £10.25/sq ft (£110.33/sq m).

Agents: Mills & Weod, 020 7499 0934, Edwin Hill, 01753 689000 (Stanhope Pension Trust).
RETAIL

Bamnstaple

Devon

Green Lanes Shopping Centre

Card Factory has taken 1,476 sq ft {137 sq m) of retail space on a 10-year lease from Eagle Trustees at
a rent of £35.91/sq ft (£386.54/sq m).

Agents: Savills, 0117 910 2218 (Eagle Trustees); Fawley Watson Booth, 0113 234 7900 (Card Factory).
Brighton
East Sussex

27 Trafalgar Street

Mr M Shaghaghi has taken 334 sq ft (31 sq m) of retail accommodation on a three-year fease from Mr D
McGladdery at a rent of £23.95/sq ft (£257.80/sq m).

Agent: Flude Commercial, 01273 727070 (Mr D McGladdery).
Chester
Cheshire

9 Newgate Row

Hutchison 3G has taken 907 sq ft (84 sq m) of retail accommodation on a 15-year lease from a private
landlord at a rent of £126.79/sq ft (£1,364.77/sq m).

lhc;ents: Tushingham Moore, 0161 833 1197, {private landlord); Michael Peddar & Co, 020 7491 3314
{Hutchison 3G).

Derby
Derbyshire
The Eagle Centre

Hutchison 3G has taken 1,158 sq ft (108 sq m) of retail space on a 10-year lease from Westfield at a
rent in the region of £86.36/sq ft (£929.58/sq m).

Agents: CB Richard Ellis, G121 609 7666 (Westfield); Michael Peddar & Co, 020 7491 3314 (Hutchison
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3G).

Glasgow

Unit 12

Rutherglen Shopping Centre

Select Clothing has taken 1,200 sq ft (177 sq m) of retail space on a 10-year lease from Catalyst Six
Retail at a rent of £21.05/sq ft (£226.58/sq m).

Agents: McParlane & Co, 0141 552 3452 (Catalyst Six Retail); Cushman & Wakefield, 0141 248 1234
(Select Clothing).

Llanelli
Carmarthenshire
Trostre Retail Park

Sally Hair & Beauty Products has taken 2,929 sq ft (272 sq m) of retail space on a 10-year lease from
DF & AM Bevan at a rent of £10.58/sq ft (£113.88/sq m).

Agent: Lambert Smith Hampton, 01792 702 800 (OF & AM Bevan).
London EC4

7 Paternoster Row

Paternoster Square

Dollond & Aitchison has taken 2,166 sq ft (201 sq m) on a 15-year lease from Legal & General at a rent
of £46.17/sq ft (£496.97/sq m).

Agents: Cushman & Wakefield, 020 7491 9791 (Legal & General); Churston Heard, 020 7318 7815
(Dollond & Aitchison).

London WC2

11 Strand

Crussh has taken 794 sq ft (74 sq m) on a 10-year lease from Orchard Street Investments at a rent of
£54.16/sq ft (£582,97/sq m).

égents;;)‘rhomas Davidson, 020 7734 3443 (Orchard Street Investments); Twentyretail, 020 7198 8888 (
russh).

Maidenhead

Berkshire

Queens Walk

Nicholson Shopping Centre

Acuherbs has taken 338 sq ft (31 sq m) of ratail space on a 10-year lease from Bouitbes at a rent of
£79.88/sq ft (£858.83/sq n%

Agent: Churston Heard, 020 7318 7863 (Boultbee).
Romford
Essex

13 South Street
Oggy Oggy Pasty Company has taken 1,377 sq ft (128 sq m) on a seven-year lease from O2 at a rent of
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£33.77/sq ft (£363.50/sq m).

égents: C)hurston Heard, 020 7318 7844 (02); Taylor Son & Creber, 01752 202035 {Oggy Oggy Pasty
ompany).

Swansea

West Glamorgan
119 Woodfield Street
Morriston

Family Housing Association (Wales) has taken 1,153 sq ft (107 sq m) on a six-year lease from a private
landlord at a rent of £9.11/sq ft (£98.06/sq m).

Agent: Lambert Smith Hampton, 01792 702800 (private landlord).
LEISURE

Bath

Somersat

The Kennard Hotel

11 Henrietta Street

Giovanni and Mary Balano have bought the Kennard Hotel in Bath fram a private vendor for a sum in
the region of £950,000.

Agent: Colliers Robert Barry, 01285 852852 (private vendor).
Lowestoft

Norfolk

The Abbe House Hotel

322 London Road South

Sheila and Richard Lawson have bought the Abbe House Hotel from Mike and Patricia Hudson for an
undisclosed sum in the region of £189,000.

Agent: Christie & Co, 01473 256 588 (Mike and Patricia Hudson).
Stonechurch

Buckinghamshire

The Royal Oak

Church Street

A private investor has bought the Royal Oak in Stonechurch from Helen De'Ath for a sum in the region
of £395,000.

Agent: Fleurets, 020 7280 4700 (Hslen De'Ath).
Torquay

Devon

Wilsons Hote!

63 Babbacombse Downs Road
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Hall & Woodhouse has bought Wilsons Hotel from Rod and Laura lvey for £1.1m.
Agent: Christie & Co, 01392 285600 (Rod and Laura lvey).

INVESTMENT

Aberdare

Rhondda Cynon Taff

56-57 Cardiff Road

A private investor has bought 8,405 sq ft (781 sq m) of retail space from Poundstretcher Property for
£630,000. The deal represents a yield of 6%.

Agents: Cooke & Arkwright, 029 2034 6346 (private investor); Hague Nichols, 0114 279 5010, Savills,
020 7226 1313 (Poundstretcher Property).

Glasgow
292 St Vincent Street

CCLA Investment Management has bought 16,120 sq ft (1,498 sq m) of office space from Kilmartin
Property Group for £4.05m, reflecting a net initial yield of 6.07%.

Agents: Winton Faith, 0141 332 6392 (CCLA Investment Management); King Sturge, 01475 522901
{Kilmartin Property Group).

DEAL OF THE WEEK - A TURN OF FRASER

House of Fraser has bought the heritable interest on its department store at 21-31 Buchanan Street,
Glasgow, from Legal & General Assurance Society for £9m. The 164,000 sq ft (15,236 sq m) store was
pre;iiously held on a lease from Legal & General until 2051 at an annual rent of £23,175 with no further
rent reviews.

Agents: Gerald Eve, 0141 221 6397, Maclay Murray & Spens, 0141 248 5011 (House of Fraser); Jones
Lang LaSalle, 0141 248 6040, Dundas & Wilson, 0141 222 2200 (Legal & General Assurance Society).

DEAL WITH A DIFFERENCE - HALL SHAPES AND SIZES

Recruitment consultancy Denholm Associates has taken 3,280 sq ft (304,719 sq m) of office space at
the Old Assembly Hall in Lsith on a five-year lease from the Uffizi Partnership at £18.77/sq ft
(£180.51/sq m). The hall was built in 1783, and was recently refurbished by the owners.

Agents: Eric Young & Co, 0131 226 2641 (Denholm Associates); Jonas Lang LaSalile, 0131 473 6723
(Uffizi Partnership).
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The cold snap is upon us and it's time to fend off the inevitable viruses. The best thing would be to
chomp your way through a veritable orchard of apples (English, of course) - but if you have trouble
getting enough fruit down your gullet, a smoothie can be a useful fruit topup. But which one? We've
tested a range of drinks all incorporating wonderfood mango - although not always to the best effect.

Innocent orange, carrot and mango

pounds 1.85
The carrot, orange and mango marry surprisingly well, and the banana, which provides the backbone of

many smoothies, does not dominate. The tang of the orange and the body of the carrot creates balance,
though overall the smoothie could be a little less sweat.

3/5

Crussh Juice Bar mango madness

pounds 2.50

Pale yellow, quite glutinous and with no aroma of mango or any other fruit - but it tastes freshly blended

with an appealing mango taste plus hints of orange and pineapple. But the thickness of the drink means
that, although it is tasty, it isn't refreshing and left me still thirsty.

4/5
Boots Delicious mango, pineapple and passion fruit

pounds 1.49

Egg-yolk yellow in colour, it's difficult at first to believe there is anything but mango in this. Sadly, a sip or
two confirms that the pineapple and passion fruit get the rough end of this combo. The mango may be
rich in vitamins, minerals, anti-oxidants and enzymes with stomach-soothing properties, but there's too

much of a good thing here.

2/5

PJs Smoothies orange, mango and passion fruit
pounds 1.49

It looks like mango juice, it tastes like mango juice but {'m reliably informed that this smoothie also
contains orange and passion fruit. Not enough, | say, because the mango flavour is too dominant, That
aside, the drink has a pleasing consistency - it's not a roughle - and a reasonable tang. But | prefer
grapefuit with orange and it would be nice to know what passion fruit tastes like.

2/5
Pret a Manger mango smoothie

pounds 1.95

Good grief! This is like drinking a thick soup - so viscous that you could call it mango coulis (I spent 15
minutes waiting for them to bring the cake to go with it). On the staying-well front, it is packed full of
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fruity goodness and the banana base doesn't taste too strong either. On the not-a-good-buy front, it
gave me indigestion.

2/5
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The cold snap is upon us and it's time to fend off the inevitable viruses. The best thing would be to
chomp your way through a veritable orchard of applas (English, of course) - but if you have trouble
getting enough fruit down rour gullet, a smoothie can be a useful fruit topup. But which one? We've
tested a range of drinks ail incorporating wonderfood mango - although not always to the best effact.

Innocent orange, carrot and mango

pounds 1.85

The carrot, orange and mango marry surprisingly well, and the banana, which provides the backbone of
many smoothies, does not dominate. The tang of the orange and the body of the carrot creates balance,
though overall the smoothie could be a little less swaet.

++ 4+

Crussh Juice Bar mango madness

pounds 2.50

Pale yellow, quite glutinous and with no aroma of mango or any other fruit - but it tastes freshrl‘y blended
with an appealing mango taste plus hints of orange and Finpa ple. But the thickness of the drink means
that, although it is tasty, it isn't refreshing and left me stil thlrs&

LR R

Boots Delicious mango, pineapple and passion fruit

pounds 1.49

Egg-yolk yellow in colour, it's difficult at first to believe there is anything but mango in this. Sadly, a sip or
two confirms that the pineapple and passion fruit get the rough end of this combo. The mango may be
rich in vitamins, minerals, anti-oxidants and enzymes with stomach-soothing properties, but there's too
mugch of a good thing here.

X
PJs Smoothies orange, mango and passion fruit

pounds 1.49
It looks like mango juice, it tastes like mango juice but I'm reliably informed that this smoothie also
contains orange and passion fruit. Not enough, { say, because the mango flavour is too dominant. That

aside, the drink has a pleasing consistency - i's not a roughie - and a reasonable tang. But | prefer
grapefuit with orange and it would be nice to know what passion fruit tastes like.

++++ 4
Pret a Manger mango smoothie

pounds 1.95
Good grieft This is like drinking a thick soup - so viscous that you could call it mango coulis (I spent 15

minutes waiting for them to bring the cake to go with it). On the staying-wel! front, it is packed fulf of
fruity goadness and the banana base doesn't taste too strong either. On the not-a-good-buy front, it
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gave me indigestion.
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James Learmond bought a proper briefcase when he started at senior school, prompting one fellow
pupil to dub him “the businessman®, Learmond went on to open Crussh, the juice bar chain, while the
s%hoggri&n;i,gavid Cameron, went on to run the Tory party. Which is probably what happens when your
oid school is Eton.

When we meet in one of his central London juice bars, Learmond, tall and larger than your average

wheatgrass drinker, is wearing'a navy suit with regulatory silk pocket handkerchief, open-necked shirt

énd mgno%rgglsmed cufflinks. He looks every inch the Old Etonian City gent he was before he founded
russh in 5

A few months older than Cameron, at 40, he pedals around London on a2 folding bike and shares an air
of cheery bonhomie and vague ambition with the wannabe prime minister. *| wasn't that interested in
business until the day { starfed work,” he says cheerfully. "l wanted to do something that was going to
make a difference and be more exciting. An entrepreneurial-type thing."

He can seem a bit fike Lord Percy, Blackadder's sidekick, but his optimism is helped by the fact that
after eight years his business finally seems to be bearing fruit - excuse the pun,

"We've really got to critical mass this year, ® he says. "It just seems to have a momentum. We're going
to open six stores this year. It's started to make proper reaf sense.” He is boundlesslr enthusiastic after
what he admits have been eight tough years. *The real vision is to make Crussh a global business and |
will do whatever it takes to do that,"

This week, Crussh opened its 15th orange-and-green juice bar in central London, selling organic
salads, porridge and Smoothigs with names like reen Goddess and Love Juice, Learmond, who owns
40% of the company, plans another two bars by the end of this year as well as his first overseas
franchise. Further a ead, there are plans for Crussh bars in other big cities, airports and railway
stations as well as a possible venturs into bottled smoothias,

Twao financial institutions have approached the former commercial property developer with a view to
taking a stake in Crussh, which is expected to make a profit of about pounds 500,000 on sales of
pounds 5m by the end of March, Innocent, the bottied Smoothie rival, predicts a markst for healthy juices
of as much as pounds 170m by 2007, although such predictions have proven over-optimistic in the past,

The improyement is far?aly due to the increased interest in healthier food, for which Learmond praisas
TV celebrities such as amie Oliver. "People are really changing thair attitudes to faod and that's why
things are getting bstter."

Coffee wars

The increasing interest has attracted competition, Boost Juice, the Australian market feader, has paired
up with the duo behind Millie’s Cookies and plans to open its first UK outlet this year. The Caiifornian
chain Jamba Juice, which has 533 bars in the US, has begun making noises about international
expansion. Surely this terrifiag the man who wants his own much smaller outfit to becoms the
"Starbucks of the juice world"?

“Does it make me nervous? No,” says Learmond, He says the increasing competition can only raise
awareness and make the market for healthy foods bigger. "We won't be compeling for a little while,” he
says of Boost. "Then | think we'll both be big enough to survive, in the way that Starbucks and Caffe
Nero exist side by side.”
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City's new champagne. There were supposed to be 40 Crussh outlets alone by 2004.
When did it start to go wrong? "Almost Immediately," says Leanmond, with one of his frequent laughs.

Coffee groups such as Caffe Nero and Starbucks benefited from relatively low raw material costs and
some had large corporate parents to snaffle the best sites. The ensuing coffee bar wars pushed up rents
and privately owned start-ups such as Crussh struggled to get any real estate, let alone prime sites,

“There were quite a Iot of juice bars that started up at the same time," says Learmond. *They never got
to more than four stores and went under.”

In 1998, when Crussh started, it had revenues of pounds 200,000. Starbucks reported revenues of
pounds 244m in the UK last year. Juice also suffered from a "niche and hippyish” reputation in the UK.

So how did Learmond survive when 3o many others failed? "] was very lucky. | was lucky with
introductions to peg;_ple who had money. And we ware Supported by our shareholders, basically." Ah, his
powerful friends? "There's no OF thing,” he says, meaning Old Etonian, “People imagine that people
help each other out, but there’s no fantastic network or anything.”

Tim Levene, who sold rival Fresh n' Smooth to Learmond six i/ears ago and remains a shareholder,
credits him with tenacity. “I'm surprised he has stuck it out so ong, not because he couldn't do it, but it’s
been such a long, hard slog.”

Crussh was startad by three men, but Learmond bought out his fellow founders at the end of 1998, "It
was very difficult to run a start-up company with three people and it was easier in the end to buy them
out,” he says. “There was no obvious skill divida.®

One of the other founders, James Deen, claimed to have had the idea for the chain while working in the
US. "It wasn't specifically James's idea but he was doing the interviews," says Learmond, who himself
clairrs creéﬁt forrkthe confusing double *s” in the name - to differentiate the company from another with a
similar trademari.

Tha old schoolfriends - yes, both Jameses wera OF - had been introduced over a property deal and had
started talking about wanting to do something different, he says. Learmond had bean advised by
nutritionists to start eating more fruit and veg to clear up some facial eczema. " was looking to do
something as | couldn't '_?et this type of food. You had to have coffee or pizzas or burgers or dodgy
sandwiches," he says. His belief that other office workers hankered after a healthier lifestyle kapt him
going long after Deen had ieft,

As did his wife, who continued to work as an analzsk in the City until very recently. The couple, who live
in a Hertfordshire farm, are expecting their third child in as many years in January.

The first five years, as the company haemorrhaged cash, sound grim. Learmond put in pounds 100,000
of his own money and then kept having to go cap in hand to outside investors. His brother owns 20% of
Crussh. In 2001, as the economy nosedived, he was forced to go to his bank manager on Pall Mall to
ask for pounds 500,000.

He now pays himself about pounds 50,000 a year and says he has used a lot of his and his wife's
savings, He has a lifastyle some would envy, plotting strategy from his home office or the company's
Mayfair headquarters, but if any of the two institutions he is talking to came up with an takeover offer, he
would obviously be interested.

"My preference would b to sell a further stake in the company and then expand, but we would talk to
anybody who came up with the notion of a majority stake as well. Whatever happens, | would like to stay

involved. I've come this far, I'd like to retain a stake.”

For his 40th birthday, 120 people were sarved vodka Smoothies and peach and passion fruit bellinis at
Crussh. David Cameron was amon% the guests. His friend has only positive thiggs to say about his
former schoolmate, that he was terribly clever and terribly fnterestgq‘ in politics. "The rest of us just

wanted to do enough to pass our A levels. He was really keen on it.

[n contrast, the Edinburgh University graduate seems fargely apofitical, a'part from an increasingly
common interest in the snvironment. His only donations are to Friends of the Earth. "{ did actually vote
for Tony Blair once," he says. When? "The second one. When was that? 2001?"

But he disagrees with the "wars and stuff” and the "spin thing®.

Pushed for a schoolboy anecdote, he {ater phones to teil me he and Cameron jointly visited an elderly
lady livl]ng near the school once a week. At 16, the young Dave was "really good"” al such flesh-pressing,
he admits,
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Learmond went to Edinburgh to study econamic history and then started work, setting up on his own
after a few years at commercial property firm Hillier Parker. Whatever happens to Crussh, he wants to
stay an entrepreneur.

"I genuinely think it's a good thing to end fast food and, yes, I'd like to earn a iot of money. But i'd like to

do other projects and not necessarily do it in the same way as Crussh. | don't want to go through that

same total pain.”

Learmond on Leamond: |
Tips for other entrepreneurs? Believe in what you're doing because it's really hard work

Who is a typical Crussh customer? 65% are women - they seem more interested in healthy foods. And

anyone with a family What was your lowest point? In 2001, when we were losing a lot of money and had

to go to the bank to keep going. | really thought it was all over

And the best? Whan we finally started to make money two years later What are your strengths and
weaknesses?

Single-mindedness is a strength. I'm not very good at the operational day-to-day stuff. I'm more bigger
picture
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Tha increasing interest has attracted competition. Boost Juice, the Australian market leader, has paired
up with the duo behind Millie's Cookies and plans to open its first UK outlet this year. The Californian
chain Jamba Juice, which has 533 bars in the US, has begun making noises about international
expansion. Surely this terrifies the man who wants his own much smaller outfit to become the
"Starbucks of the juice world"?

"Does it make me nervous? No," says Learmond. He says the increasing competition can only raise
awarenass and make the market for heaithy foods bigger. "We won't be competing for a little while,” he
says of Boost. "Then | think we'll both be big enough to survive, in the way that Starbucks and Caffe
Nero exist side by side.”

In the last few years the fruit squeezers have been crushed by caffeine. The Seattie-based Starbucks
opened its first UK cafe in May 1998, around the same time as Crussh and a whole host of rivals with
names such as Squeeze and Fluid. At the time, newspagers were full of articles heralding juice as the
City's new champagne. There were supposed to be 40 Crussh outlets alone by 2004.

When did it start to go wrong? "Almost immediately,” says Learmond, with one of his frequent laughs.

Coffee groups such as Caffe Nero and Starbucks benefited from relatively low raw material costs and
some had large corporate parents to snaffle the best sites. The ensuing coffee bar wars pushed up rents
and privately owned start-ups such as Crussh struggled to get any real estate, let alone prime sites.

"There were ?uite a lot of juice bars that started up at the same time," says Learmond. "They never got
to more than four stores and went under.”

In 1998, when Crussh started, it had revenues of pounds 200,000. Starbucks reported revenuss of
pounds 244m in the UK last year. Juice also suffered from a "niche and hippyish” reputation in the UK.

So how did Learmond survive when so mang others failed? "l was very lucky. | was lucky with
introductions to people who had money. And we were supported by our shareholders, basically.” Ah, his
powerful friends? "There's no OE thing," he says, meaning Old Etonian. "People imagine that people
help each other out, but there’s no fantastic network or anything."

Tim Levene, who sold rival Fresh n’ Smooth to Learmond six Lears ago and remains a shareholder,
credits him with tenacity. *'m surprised he has stuck it out so long, not because he couldn't do it, but it's
been such a long, hard slog.”

Crussh was started by thres men, but Learmond bought out his fellow founders at the and of 1999. "It
was very difficult to run a start-up company with three people and it was easier in the end to buy them
out,” he says. "There was no obvious skill divide.”

One of the other founders, James Deen, claimed to have had the idea for the chain while working in the
US. "It wasn't speciﬂcall¥ James's idea but he was doing the interviews,” says Learmond, who himseif
c!air{ls cre:it forlihe contusing double "s" in the name - to differentiate the company from another with a
similar trademark.

The old schoolfrlends - yes, both Jamesaes were OE - had been introduced over a property deal and had
started talking about wanting to do something different, he says. Learmond had been advised by
nutritionists to start sating more fruit and veg to clear up some facial eczema. "l was locking to do
something as | couldn’ ﬁet this type of food. You had to have coffae or pizzas or burgers or dodgy
sandwiches,” he says. His belief that other office workers hankered after a healthier lifestyle kept him
going long after Deen had left,

As did his wife, who continued to work as an analyst in the City until very recently. The couple, who live
in @ Hertfordshire farm, are expecting their third child in as many years in January.
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The first five years, as the company haemorrhaged cash, sound grim. Learmond put in pounds 100,000
of his own money and then kapt having to go cap in hand to outside investors. His brother owns 20% of
Crussh. In 2001, as the economy nosedivad, he was forced to go to his bank manager on Pall Mali to
ask for pounds 500,000,

He now pays himself about pounds 50,000 a year and says he has used a lot of his and his wife's
savings. He has a lifastyle some would envy, plotting strategy from his home office or the compar;{‘s
Mayfair headquarters, but if any of the two institutions he is talking to camea up with an takeover offer, he
would obviously be interested.

"My preference would be to seil a further staks in the company and then expand, but we would talk to
anybody who came up with the notion of a majority stake as well. Whatever happens, | would like to stay
involved. I've come this far, I'd fike to retain a stake."

For his 40th birthday, 120 people were served vodka smoothies and peach and passion fruit bellinis at
Crussh. David Cameron was among the guests. His friend has only positive things to say about his
former schoolmate, that he was terribly clever and terribly interested in politics. "The rest of us just
wanted to do enough to pass our A levels, He was really keen-on it.”

In contrast, the Edinburgh University E‘raduate seems largely apolitical, apart from an increasingly
common interest in the environment. His only donations are to Friends of the Earth. "l did actually vote
for Tony Blair once,” he says. When? "The second one. When was that? 20017?°

But he disagrees with the "wars and stuff” and the "spin thing".

Pushed for a schoolboy anecdote, he later phones to tell me he and Cameron jointly visited an eiderly
Ladyéiviptg near the school once a week. At 16, the young Dave was "really good" at such flesh-pressing,
e admits.

Learmond went to Edinburgh to study economic history and then started work, setting up on his own
after a few years at commercial property firm Hillier Parker. Whatever happens to Crussh, he wants to
stay an entrepreneur,

“I genuinely think it's a good thing to end fast food and, yes, I'd like to earn a lot of money. But {'d like to
do other projects and not necessarily do it in the same way as Crussh. | don't want to go through that
same total pain.”
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Learmond on Learmond: Tips for other entreprensurs? Believe in what you're doing because it's
really hard work Who is a typical Crussh customer? 65% are women - they seem more interested
in haalthr foods. And anyone with a family What was your lowest point? In 2001, when we were
losing a ot of money and had to go to the bank to keep going. ! really thought it was all over And
the best? When we finally started to make money two years later What are your strengths and
weaknesses? Single-mindedness is a strength. I'm not very good at the operational day-to-day
stuff. I'm more bigger picture
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The Jane Martinson interview: James Learmond The juice bar founder who wouldn‘t be crushed:

?esl‘me plum connections such as David Cameron, the entrepreneur says he endured years of
‘total pair’
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James Learmond bought a proper briefcase when he started at senior school, prompting one fellow
pupil to dub him "the businessman”. Learmond went on to open Crussh, the juice bar chain, while the
slc:;\oo;‘frieln_d,gavid Cameron, went on to run the Tory party. Which is probably what happens when your
old school is Eton.

When we meet in one of his central London juice bars, Learmond, tall and larger than your average

wheatgrass drinker, is wearing a navy suit with regulatory silk pocket handkerchief, open-necked shirt

gnd mgnogrggamed cufflinks. He looks every inch the Old Etonian City gent he was before he founded
russh in 1998.

A few months older than Cameron, at 40, he pedals around London on a folding bike and shares an air
of cheery bonhomie and vague ambition with the wannabe prime minister. *| wasn't that interested in
business until the day | started work," he says cheerfully. "i wanted to do something that was going to
make a difference and be more exciting. An entrepreneurial-type thing."

He can seem a bit like Lord Percy, Blackadder's sidekick, but his optimism is helped by the fact that
after eight years his business finally seems to be bearing fruit - excuse the pun.

“We've really got to critical mass this year, * he says. "It just seems to have a momentum. We're going
to open six stores this year. It's started to make proper real sense." He is boundlessly enthusiastic after
what he admits have been eight tough years. “The real vision is to make Crussh a global business and |
will do whatever it takes to do that."

This week, Crussh opened its 15th orange~and-green juice bar in central London, selling organic
salads, porridge and smoothies with names like Green Goddess and Love Juice. Learmond, who owns
40% of the company, plans another two bars by the end of this year as well as his first overseas
franchise. Further ahead, there are plans for Crussh bars in other big cities, airports and railway
stations as well as a possible venture into bottled smoothies.

Two financial institutions have approached the former commarcial property developer with a view to
taking a stake in Crussh, which is expected to make a profit of about pounds 500,000 on sales of
pounds S5m by the end of March. Innocent, the bottled smoothie rival, predicts a market for healthy juices
of as much as pounds 170m by 2007, although such predictions have proven over-optimistic in the past.

The improvement is largely due to tha increased interest in healthier food, for which Learmond praises
TV celebrities such as Jamie Oliver. "People are really changing their attitudes to food and that's why
things are getting better.”
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Beat the heat with a fresh fruit smoothie

Fruits grown in hot regions are great for their cooling effects - and there’s nothing simpler than blending
a few of them together with ice for a real thirst-quencher.

Watermelon Crussh cooler

Cut a fresh slice from the biggest watermelon you can find. Run a knife under the flesh to remove the
skin, and chop the flesh into big cubes.

lDeseed and put into a blender with eight to 10 ice cubes, four frash mint leaves and a good squeeze of
ime.

Blend it all together until the ice is well crushed, and serve in a tall glass with a long straw.
Dress up with a mini slice of meion or mint leaf - summertime bliss!
From Crussh juice and smoothie bars

NF_how_to.ixt
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FOOD SPY

LET'S face it, raspberries are the sluts of the fruit world. Raspberries will kick up their heels and have a
fling with just about anything in the orchard, from the blackberry to one of their closer cousins.

As a result, there are now all manner of almostraspberries claiming to be larger, juicer and more
colourful than the traditional pink variety. These days they come in a dazzling spectrum of white, yellow,
orange, pink, red, purple and black.

Some authorities think the name raspberry came about because, unlike the smooth biackberry, this
hairy berry "rasps” on the way down. But despite its hair problem, the raspberry is wildly promiscuous
and has given rise to a host of crosses fike the loganbemy (named aftsr the 18th century Californian
Judge Logan); the ta£berry {named after a Scottish river); the tummelberry (another Scottish river); the
boysenbarry (a New Zealander) and the youngberry (Mr Young's berry).

At the Rivington, in Hoxton, they opt for loganberries or tayberries when they are available — largely
because they are bigger than ordinary raspberries. They serve them with a trickle of East End honey
from a London beekeeper and some delicate goat's curd cheese.

But it is debatable whether these larger, fleshier versions are a huge improvement on the raspberry. The
beauty of the originai fruit is a sharpness that gives them far more sophistication than the sweeter,
blowsier strawberry. These breeding programmes all seem to be aimed at bringing raspberries and
strav;ben;es closer together — at Selfridges, a Dutch hybrid called the "strasberry” has just been
introduced.

One of the best ways to capitalise on the raspberry's extraordinary fruitiness is to make raspbemy
vinegar. Fill two-thirds of a preserving jar with raspberries and top it up with good-quality white wine
vinegar and a tablespoon of sugar. Seal the top and shake it whenever you get the chance over the next
three months. You will then have a taste of summer to brighten winter dressings and sauces.

For a more immediate self-indulgence, take a punnet of raspberries, put them in a bow| with a shake of
caster sugar and two measures of Framboise liqueur, cover and marinate in the fridge overnight. Next
day, fold the fruit and juices into thick Greek yoghurt and serve.

1 The Rivington, 28-30 Rivington Street, EC2 (020 7729 7053).

T Crussh, 30 Rathbone Place, W1 (020 7636 9808). Try the Berry Blast, a smoothie made with
raspberries, medium £2.50, large £3.70.

1 Fortnum & Mason, 181 Piccadilly, W1 (020 7734 8040). Raspberries £3.50 per 125g punnet.

1 Selfridges, 400 Oxford Street, W1 (020 7629 1234). Raspberries £4.95 per 125g punnet, strasberry
£7.95 per 125g punnet.
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Boost Juice is set to become one of Australia’s most successful export stories with the signing of a UK
franchise agresment.

The first Boost outlet will open in Manchester and will be followed by a sscond outiet in London. The
master franchisees are the founders of Millie’s Cookies ~ Mario Budwig and Richard O'Sullivan.

There are aiready more than 170 Boost cutlets in Austraiia and two in Chile. Also on the way are stores
in Singapors, Kuwait and South Korea.

Store growth is sitting at an average of 34 new stores a year and turnover is about $100 million. Not bad
for a company started just six ysars ago by MD Janine Allis.

According to Allis, the campany receives 250 franchise inquiries every fortnight, with 6% of these
progressing to a phone interview.

However, critics warn that Boost will not be alone when it enters the UK juice bar market, with the
Crussh chain having been in the market for three years and already opsrating 14 stores in London.
Crussh is headed by fellow Australian Chris Fung.

The UK juice market grew 36% between 1999 and 2004 and is said to be worth close to £2.32 billion
($5.786 billion). Last year the juice bar market grew by 30%, compared with 3% for the fast food industry.

Aliis said she beliaved the timing was right for a UK entry. “The cog has just started to turn in the UK
thq‘t‘ w;orbegd to :at healthier food. The rise in obesity is directly related to the rise of fast foods,” she
said. weel
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Boost Juice is set to bacoma one of Australia’s most successful export stories with the signing of a UK
franchise agreement.

Tha first Boost outlet will open in Manchester and will be followed by a second outlet in London. The
master franchisees are the founders of Millie's Cookies — Mario Budwig and Richard O'Sullivan.

There are already more than 170 Boost outlets in Australia and two in Chils. Also on the way are stores
in Singapors, Kuwait and South Korea.

Store growth is sitting at an average of 34 new stores a year and turnover is about $100 million. Not bad
for a company started just six years ago by MD Janine Allis.

According to Allis, the company receives 250 franchise inquiries every fortnight, with 6% of these
progressing to a phone interview.

However, critics warn that Boost will not be alone when it enters the UK juice bar market, with the
Crussh chain having been in the market for three years and already operating 14 stores in London.
Crussh is headed by fellow Australian Chris Fung.

The UK juice market grew 36% between 1999 and 2004 and is said to be worth close to £2.32 billion
($5.76 billion). Last year the juice bar market grew by 30%, compared with 3% for the fast food industry.

Aliis said she believed the timing was right for a UK entry, “The cog has just started to turn in the UK
the_ltt’ vz; ‘r/\‘;!ed to eat healthier food. The rise in obesity is directly related to the rise of fast foods,” she
saa.
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Boost Juice is to open franchises in the UK in 2006. The Australian juice chaln's first British outlets will

be in Manchester and London. Outlets are also baing developed in Singa , Kuwait and South Korea.

The six-year-old company has over 170 Australian stores and an annual turnover of roughly $A100
million. Janine Allis, the head of the chain, reports that 250 franchise inquiries are received every
fortnight. Boost will compete with Crussh Juice Bars in the burgeoning UK juice market

20542
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Special investigation: Diet Ful of fruit-but they may be bad for _‘you They are one of the food industry’s
biggtratst selers and consumers see tham as a healthy option. They should think again. Severin Carvell
reports

Smoothies are the latest super-food, the lifestyle choice for Britain's increasingly health-conscious cons.
Thaey are vitamin, low in fat and "bursting with odness. Allegedly.

Britons are spending more than 100m a year on smoothies. But now health experts are warning that the
smoothies revolution s gone too far. Some of the it-packed drinks are also packed with sugar, calories
and hiée most people wrongly believe that every smoothie is just as gaod as eating a fresh or unpeeling
aripe banana.

That, said Dr Frankie Phillips, from he British Dietatic Association, is not the case. "Juicing involves the
removal of fibre and this moves some of the nutrients at would be found in a whole fruit or vegetable,”
said Dr lips. "There is likely to be a ore concentrated leval of naturally present in the fruit, and if a juice is
sipped over a long period of time, the fruit hi which is %Jite acidic, can damage dental enamel. In
addition, some smoothies are very high in calories, with added whole-milk yoghurt, and even peanut
butter and chocolate.”

In the United States, a rapidly expanding smoothies firm called Jamba Juice, which says it wants to
open stores in the UK, is selling a “"power” drink that makes nutritionists go pale. The company sells the
Pelanlut Butter Moo'd. Its super-sized version, which is 830ml in size, packs 169g of sugar and 1,170
catories.

Many smoothie drinks now on sale in the UK have sugar levels higher than the Food Standards
Agency's healthy limit of 10g of sugar per 100g. Thers are other unseen problems with smoothies: as
soon as a fruit is processed, its vitamins and nutrients start to lose their potency. And many smoothies
are made from concentrate, not fresh fruit.

Even so, nutritionists agree that smoothies are a better aiternative to Coke or Fanta. But a debate is
row raging within Whitehall about whether these drinks are what they claim to be: a contribution towards
the five portions of fresh fruit and vegetables that Britons are being officially urged to eat each day.

This argument goes to the heart of the Government's campaign to combat the UK's rising obesity rates
and end our love affair with ready meals by persuading us to eat a wide range of fruit and vegetables to
get our "fiveaday". Two of Britain's most popular smoothie companies, Innocent and PJs, claim their
dri?lks can playa significant role in helping to hit that target - a claim that health ministers have rejected,
until now,

An Independenton Sunday investigation has found they have lobbied the Food Standards Agency, the
official adviser on heaithy aating, to revise the Government's guidelines on what kind of food and drinks
are good enough to help to make "five a day" .Health ministers insist that smoothies can make only one
of those five daily portions because - unlike freshly prepared fruit and vegetables, they usually contain
less fibre, fewer nutrients and do not help people to have a varied diet.

A Department of Health official told the l0S: "We state that fruit or vegetable juice and fruit smoothies
g?urg %nly as one partion regardiess of how much over 150ml is consumed or how many fruits are
ends

or juiced. This is because the process results in an end product with very little fibre, compared with the
raw ingredient. This is more the case with juice where the skin, peel and pith are removed entirely.

"Variety is one of the key elements' we encourage people to eat at least five different types each day in
a range of forms, but to not rely too heavily on blended or juiced products.”
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But the FSA is now telling ministers at the Dapartment of Heaith that these firms are right to claim that
some smoothies are so rich in fruit that drinking one standard 250ml bottle is enough to make up two of
those "fiveaday”. Richard Reed, a co-founder of Innacent, is adamant that his products satisfy the
Government's criteria for supplying two of the "fiveaday”. He said: "Ours is the only brand which his
100per cent fruit. Wedon’t take anything out and don't put anything in. *

The FSA, he added, "had signaled very clearly to us that they're going to change the advice to two |
portions when the smoothie contains two entire portions in their natural state”.

This is not just a technical argumant about labelling. If they win this argument, their sales - already the
'astESt growing in the entire soft drinks market - will boom. The smoothie bar chain Crussh opened its
14

store in London this month. Both Innocent and PJs market their drinks by claiming they give two portions
a day, and PJs are even using their own "fiveaday” abel on their botties - something which the experts
and Government believe makes the confusion for consumers greater.

But even smoothie makers concade their drinks have a limited role. Chris Fung, managing dirsctor of
Crussh, said: "Everything in moderation. If you had 10smoothiesadaythenitwouldn'tbethatgoodforyou,
}he same as If you had 10 of anything per day. A lot depends on what you are substituting the smoothie
or."

Dr Frankie Phillips said that smoothies were a "grey area”. "At the moment, there are a variety of ways
that the portions of frult and vegcounting to wards the 'five a day’ are labelled on smoothie bottles. This
can then lead to confusion."

Ministers are planning to publish new advice on how processed foods mest the "five a day"” criteria.
Thay are likely to give the highest-quality smoothies the right to claim they give two of those five portions
- but only if they can prove to be entirely made from several different types of crushed fruit.

Additional reporting by Hannah Crown and Louisa Dennison
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It is a High Street battle which will pitch the Zen Boost against Love Juice and the Deep Detoxifier
against the Green Tea Pineapple Zen. In a contemporary equivalent of the 1990s coffee bar
showdowns, an Australian juice bar chain which has taken the Asia-Pacific by storm is moving inon a
UK markst already worth more than £100m and doubling every year.

The leading UK operator of “smoothie" bars opened its 14th branch, in the Strand, last week. The
company, Crussh, pradicts it and others will have dislodged coffee bars from their position on the high
strest within 15 years. But the arrival of the Australian company Boost Juice - which has just announced
it will open a Manchester outlet later this year with more to follow in London -means Crussh will not
have the customers all to themselves.

Boost's own extraordinary development began in a garags in Melbourne, Australia, where Janine Aliis
began blending smoothies (for the uninitiated: drinks made with natural fruits, juices and dairy products,
sometimes partly frozen). On a visit to California, she then hit upon the idea of sefting up smoothie bars,
first in Adelalde in May 2000 and eventually across Australia, New Zealand, Singapore and South
Korea. The franchise - known by its orange, green and yellow shop fronts - now has 180 sites offering
smoothies, juice cocktalils and "medicinal” drinks laced with camomile, passion flower and lemon balm.

In Manchester, Ms Allis has stumbled upon a franchisee with an impressive track record: the
businessman Richard O'Sullivan, from Bury, who scid his Millies Cookies firm to catering giant Compass
for £24m In December 2003. The £5m asking price provides an idea of the brand's worth. “['ll open 10
and see where it goes from there,” said Mr O'Sullivan. "We will run the business from the north-west and
build it up, like we did with Millies."

The success of Britain's smoothie producers provides grounds for considerable optimism. Innocent,
founded by three entrepreneurs in 1998, now sells a million smoothies a week, cantrols 56 per cent of
the UK smoothie market and expects its £37m sales to double this year. Smoothies are comfortably the
fastest growing sector in the soft drinks market: the research company IRI recently found that they were
growing at a rate of 130 per cent, compared with growth of 20 per cent for chilled juices.

But behind the soaring smoothie sales, nutritionists are cautioning against overestimating their benefits.
The British Dietetic Association has stated that a smoothie should account for more than one of the
recommended five daily units of fruit and vegetables, while Neal Kaufman, director of paediatrics at a
medical centra in Los Angeles, recently declared that humans were not meant to "drink their calories".
He said: "Liquids like fruit juice, composed mostly of sugars, [can promots] obesity."

There are other challenges ahead for both Crussh and Boost Juice. Adam Balon, founder of innocent,
believes the coffee bars have already grabbed the best sites. "And smoothies are more costly to make,"
he said. But Crussh, which began in October 1998 as a single café in the City, is phlegmatic about the
new Australian challenge. "Are they [the new company] scary? Yes and no,” he said. "l don't think i's
tgat easy in the UK, in Australia you've got the weather, you've got everything going for it. The UK isn't
the same.”

Document IND000002006070162710001s

2007 Factiva, Inc. All rights reserved.
123




oy L)

&
INDEPENDENT

Features
Smooth operators out to Crussh the competition

By {an Herbert
582 words

1 July 2006

Lr;e Independent

English
(c) 2008 Independent Newspapers (UK) Limited . All rights reserved. This material may not be
published, distributed or exploited in any way.

it is a High Street battle that will pitch the Zen Boost against Love Juice and the Deep Detoxifier against
the Green Tea Pineapple Zen. In a contemporary equivalent of the 1990s coffes bar showdowns, an
Australian juice bar chain which has taken the Asia-Pacific region by storm is moving inon a UK market
already worth more than £100m and doubling every year.

The leading UK operator of “smoothie” bars opened its 14th branch, in the Strand, last week. The
company, Crussh, predicts it and others will have dislodged coffee bars from their position on the high
street within 15 years. But the arrival of the Australian company Boost Juice - which has just announced
it will open a Manchester outlet later this year with more to follow in London - means Crussh will not
hava the market to itself.

Boost's own extraordinary development began in a garage in Melbourne, Australia, where Janine Allis
began blending smoothies (for the uninitiated: drinks made with natural fruits.)ulces and dairy products,
sometimes partly frozen). On a visit to California, she then hit upon the idea of satting up smoothie bars,
first in Adelaide in May 2000 and eventually across Australia, New Zealand, Singapore and South
Korea. The franchise - known by its orange, green and yellow shop fronts - now has 180 sites offering
smoothies, juice cocktails and "medicinal® drinks laced with camomile, passion flower and lemon baim.

In Manchester, Ms Allis has stumbled upon a franchisee with an impressive track record: Richard
O'Sullivan, from Bury, who sold his Millies Cookies firm to the catering giant Compass for £24m in
December 2003. The £5m asking price provides an idea of the brand’s worth, "I'll open 10 and see
where it goes from there,” said Mr O'Sullivan. "We will run the business from the North-west and build it

up, like we did with Millies.”

The succass of Britain's smoothie producers provides grounds for considerable optimism. innocent,
founded by three entrepreneurs in 1998, now sells a million smoothies a week, controls 56 per cent of
the UK smoothie market and expects its £37m sales to double this year.

Smoothies are comfortably the fastest growing sector in the soft drinks market: the research company
IRI recently found that they were growing at a rate of 130 per cent, compared with growth of 20 per cent
for chillad juices, But behind the soaring smoothie sales, nutritionists wam against overestimating their
benefits. The British Dietetic Association has stated that a smoothie should account for no more than
one of the recommended five daily units of fruit and vegetables, while Neal Kaufman, directorof
paediatrics at a medical centre in Los Angeles, recently declared that humans were not meant to "drink
their calories”. He said: "Liquids like fruit juice, composed mostly of sugars, [can promote] obesity.”

There are other challenges ahead for both Crussh and Boost Juice. Adam Balon, founder of Innocent,
beliaves the coffee bars have already grabbed the best sites. "And smaothies are more costly to make,"
he said. But Grussh, which began in October 1998 as a single café in the City, is phlegmatic about the
new Australian challenge. "Are they [the new company] scary? Yes and no,” he said. " don't think it's
tgat aasy in the UK, In Australia you've got the weather, you've got everything going for it. The UK isn't
the same.”
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Boost Juice Is set to become one of Australia's most successful export stories with the signing of a UK
franchise agreement.

The first Boost outlet will open in Manchester and will be followed by a second outlet in London. The
master franchisees are the founders of Millie’s Cookies — Mario Budwig and Richard O'Sullivan.

There are already more than 170 Boost outlets in Australia and two in Chile. Also on the way are stores
in Singapore, Kuwait and South Korea.

Store growth is sitting at an average of 34 new stores a year and turnover is about $100 million. Not bad
for a company started just six years ago by MD Janine Allis.

According to Allis, the company receives 250 franchise inquiries every fortnight, with 6% of these
progressing to a phone interview.

However, critics warn that Boost will not be alone when it enters the UK juice bar market, with the
Crussh chain having been in the market for three years and already operating 14 stores in London.
Crussh is headed by fellow Australian Chris Fung.

The UK juice market grew 36% between 1999 and 2004 and is said to be worth close to £2.32 billion
($5.76 billion). Last year the juice bar market grew by 30%, compared with 3% for the fast food industry.

Allis said she believed the timing was right for a UK entry. “The has just started to turn in the UK
tha[é eronggd to :at healthier food. The rise in abesity is directly related to the rise of fast foods,” she
said. wee
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Boost Juice is to open franchises in the UK in 2006. The Australian juice chain’s first British outlets will

be in Manchester and London. Outlets are aiso being developed in Singapore, Kuwait and South Korea.

The six-}ear-ofd company has over 170 Australian stores and an annual turnover of roughly $A100
million. Janine Allis, the head of the chain, reports that 250 franchise inquiries are received every
fortnight. Boost will compete with Crussh Juice Bars in the burgeoning UK juice market
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IN a bid to establish itself as the Starbucks of the smoothie world, Australian juice retailer Boost has
signed a franchise agreement to take its brand to the UK and exploit the growing demand among
health-conscious consumers.

But another company, Crussh, has already recognised the potential in fruit juice and smoothies and is
fast g:(panding, opening its 14th London store last week and planning another twa in the next three
months.

Crussh's youthful managing director, a man who is beginning to be mentioned in lists of young business
people to watch, is also an Australian, Chris Fung.

In what has been billed as an impending "juice war", the two Australian-run companies are going head
to head for the main slice of the smoathie action, a market which could generate sales of up to pound
stg. 170 miflion {$420 million) next year.

Boost recently announced it had signed a deal with UK-based master franchise partners Mario Budwig
and Richard O'Sullivan, the pair behind confactioner Millie's Cookies.

Boost, which is expanding in Australia at a rate of 34 outlets a year, plans to establish a beachhead in
Manchester before moving to London next year.

"The timing is right,” Boost founder Janine Allis said when the deal was announced. "The cog has just
started to turn in the UK that we need to eat healthier food. The rise in obesity is directly related to the
rise of fast foods.” In Britain, one in four adults and one in five children are overweight. The rate of

obesity has tripled in the past 20 years.

Mr Fung, who grew up in Sydney and Canberra and was in London with Bain & Co, saw the same
global trend and was planning to head to Hong Kong to start his own juice business. But he was
persuaded by a friend and colleague, James Learmond, to run his fledgling juice and smoothie company

Crussh instead.

That was three years ago. In its first year the turnover was just pound stg. 200,000 but last year the
company sold more than a million juices and smoothies and grossed more than pound stg. 3.5 million.

This year's turnover is expected to rise to pound stg. 5 million as the group expands its menu and rolls
out more stores.

\é‘lhhil[[e he described the prospect of Boost moving in on his palch as scary, Mr Fung clearly relishes the
allenge.

"The UK market is not easy,” he said. "It's not like Australia and it's not like California, where you've got
the weather and people are already used to drinking a lot of fresh fruit juice and spending the money for
the quality of product.”

However, health was a lot further "up the radar” in the UK and he could see the day when there was a
fresh fruit juice shop in every town.

“Essentially we are competing with everyone: sandwich shops, coffee shops,” Mr Fung said, pointing out

that Crussh offered a wider range of food than Boost. "Our philosophy is based on three things:
healthier, faster and easier.

2007 Factiva, Inc. All rights reserved.

127




"Previous heaith-food shops had that reputation that they were always aimed at health nuts — we don't
believe that. For us, it has to be healthy but it has to taste good.”

Like Boost, Crussh is also beginning to look overseas for expansion opportunities.

For the moment there appears to be plenty of upside for Boost and Crussh in the UK. Bottled smoothie
company Innocent, run by a former Bain & Co colleague of Mr Fung's, John Wright, seems to be a good
indicator of the depth of the market.

Having started in 1998, selling just 20 drinks on its first day of operation, Innocent recently announced a
turnover of pound stg. 37 million.

[AUS_T-20060626-1-031-241520 ]
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Two Australian-run companiaes are entering the UK juice bar market. They have recognised the potantial
market for juice and smoothies in the UK, which is just beginning to follow the global trend of heaithier
eating. Boost Juice has signed a franchise agreement and will establish outlets in Manchester and then

move to London in 2007. Crussh is run by Australian, Chris Fung. It began operating in 2003. It had a
turnover of over Stg3.5 million in 2005 and has 14 stores in London by June 2006

17816
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Smoothie bars will be the next revolution in food and drinks retailing and are likely to dislodge coffee
shops from their leading position on the high street, according to a new generation of restauratsurs.

Chris Fung, managing director of Crussh, London's leading fresh juice bar, said: "Fiftaen years ago no
one drank cappuccinos in this country. in 15 more years it will be all about smoothie bars, as people
switch from coffee to juice.”

He added: "We are competing against Starbucks and Pret a Manger.”

Crussh this week opened its 14th branch in the Strand, central London, and wilt soon be joined by
Australia's Boost Juice, which is launching the first national chain of smoothie bars.

Boost will start out in Manchester and London, adding to the chain's 180 sites in Australia, Chile, New
Zealand, Singapore, Kuwait and South Korea.

The companigs are hoping to build on the success in the UK of Innocent, which was founded by three
entrepreneurs in 1998 and now sells 1m smoothies a week through shops and restaurants,

Innocent's sales of Pounds 37m are on track to double this year and the company al-ready controls 56
per cent of the UK market for smoothies, which is the fastest growing sector in the soft drinks market by
a ion% margin. Although stiil a tiny part of overall drinks market, sales of smoothies are growing at a rate
of 130 per cent per year, versus growth of about 20 per cent for chilled juices, according to IR}, a
rasearch company.

Innocent is trailed in the market by PJ Smoothies, which was bought last year by Pepsi. Like other
global consumer brands, Pepsi was eager to jump on to the heaithy eating bandwagon.

Disney this month also detailed plans to begin licensing fresh fruit in supermarkets as it tries to banish
the memory of its association with McDonald's. Shoppers at Tesco can now buy Disney satsumas and
the company is locking to branch out into apples and bananas.

Mr Fung said Crussh had had inquiries from fast-food companies and private equity. However, he
admits that there are significant differences between the British market and regions where smoothie
bars are ubiquitous, such as Australia and California. Namely weather.

"Itis a lot harder to sell fruit juices in the winter. A ot of our smaller competitors have gone out of
business and we have at times struggled. During the winter we sell a lot of soup instead and have
developed a strong food business.”

Mr Fung would not say what proportion of sales came from smoothies, but he admitted that the product
was as important for its ability to "capture the imagination” and its "emotional brand vaiues" asits
contribution to the bottom line. He said the unique selling point that would make juice bars the next big
thing was the wholesome healthy lifestyle they represented.

(I-’iovget;/?r, Paul Campbell, a former Pizza Express executive who invests in rastaurant chains was
loubtful.

"I'm sceptical, Healthier eating is definitely a trend, but not to the degree that we're going to see a new
category of rastaurant that is led on health or a sensae of wall-bsing,” he said, adding: "Psople want good
healthy foed, but only a minority are driven by diet and nutrition.”

Nutritionists have also cautioned against overestimating the benefits of smoothies. A Food Standards
Agency officlal said "some smoothies can count as more than one portion of the daily allowancs, if they
contain all of the edible pulped fruit and vegetable”,
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But she warned that "there are many different types of smoothie on the market and the fruit content may
vary within a brand",

Thae British Dietetic Association went further, stating that a smoothie should account for no more than
one of people's five recommended daily units of fruit and vegetables.

The caution reflects heated academic debate in California, where smoothies are hugely popular.

Neal Kaufman, director of paediatrics at Cedars-Sinai Medical Centre in Los Angeles, said: "Humans
were not meant to drink their calories. Liquids like fruit juice, composed mostly of sugars, are brought
rapidly in the body promoting obesity."

20060624L105.077
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Britons seem to believe that drinking fruit juices and smoothies can cure ali ills. PETA BEE discovers
many are a waste of money, full of sugars, acid and calories

Could it soon be last orders for the latte? So many of us are now swapping our java joit for a
healthier-sounding fruit juice that analysts are pradicting a high street juice bar war to rival that of the
coffee chains. This week the British chain Crussh opened its 14th store, and the Australian chain Boost
Juice has signed its first franchise deal in the UK with a branch to open in Manchester, followed by one
in London. Driven by a desire for products that are nutritious, natural and calorie-kind, although
undoubtedlr aided by the celebrity seal of approval -Christy Turlington, Willem Dafoe, Woody Harrelson
and Russell Crowe are all confirmed juice fans -today's consumer seemingly wants more than a
short-lived @nergy burst from caffeine. And what better way to get it than from a banana and mango
crush? So popular is the idea of juicing one's way to health that latest figures from Mintel show that the
market has grown by 60 per cent in five years, with Britons now spending almost Pounds 768 million a
year. As the fastest-growing sactor of the UK soft drinks market after bottled water, we consume more
than two million litres of them every year. Pure juices, made from 100 per cent squeezed or pressed
fruit, are the most popular, representing 56 per cent of ali juice drinks sold. But hot on their heels are
smoothies, the thick, creamy textured products that we have grown to love in the ten years since they
first pricked our consciencas.

Smoothies alone now have a retail value of Pounds 100 million in the UK, a ﬁ?ure that is doubling by the
year, Of course, the best thing is that we can indulge our juice habit in the belief that it is doing us no
end of good. There is nothing quite like a freshly squeezed fruit drink to lsave you feeling virtuous. With
more vitamins (and flavour) than mineral water and with detoxing and disease fighting properties, they
appear to be the ultimate health tonic. Or are they?

Our growin? obsession with juicing sounds good news for a nation that persistently fails to raise its
averagse fruit and vegetable intake above a pailry two servings a day. But experts caution that there is
more (or in some cases, less) to juices than meets the eye or the palate. Crucially, says Catherine
Callins, chief dietitian at St George's Hospital in London, juices should not be relied upon to make up for
our dietary fallings. "It's a misconception that fruit and vegetable juices fill gaps in our diets,” she says.

Guidelines produced by both the World Heaith Organisation and the British Dietetic Association (BDA)
state that a glass of juice or a smoothie should contribute no more than one of the minimum five daily
portions of fruit and vegetables we are suy.;{)osed to consume to stay healthy. More is not better. “The
process of _juicing involves the removal of fibre and some nutrients that are present in a whole fruit or
vegetable,” Collins says. "While a glass of carrot juice might contain the juice of seven carrots, it doesn't
provide anywhere near the nutrients that you'd get from seven whole carrots.”

For juiceaholics, there are possible adverse effects in too high a consumption.

With fibre, pith and sometimes skin removed, juices contain a much higher concentration of the natural
fruit sugar, fructose, than pre-squeezed fruit,

Combined with the acidity of many fruits and vegetables, this spells bad news for teeth. Gordon
Watkins, a scientific adviser to the British Dental Association, has gone as far as suggesting that
Britain's juice-drinking habit is spiralling towards a dental disaster. "All fruit juices contain acids that
soften the surface layer of ename{ on the teeth," he says. "Likewise, if you sip away at a glass of juice
rather than drinking it in one go, it can prolong the contact time between your teeth and the acid. ldeally

cut it down to a glass a day.”

So concerned is the American Academy of Paediatrics (AAP) about children's intaka that it is urging
parents to restrict the amount of juice children drink. The concern is that replacing milk, the
recommended drink for pre-adolescents, with fruit could not only leave youngsters at risk of dental
problems and obesity, but also lead to them becoming undernourished through a lack of protein. For
youngsters aged between 1 and 6, the AAP recommends a fimit of one small glass a day.

"Humans were not meant to drink calories in this way," says Dr Neal Kaufman, of the academy. “Liquids
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such as fruit juice, composed mostly of sugars, are used rapidly by the body, thereby promoting weight
gain." Dr Peter Beysr, a nutrition researcher at the University of Kansas, suspects that digestive
problems are linked to a high intake of fruit-based drinks. In a study presented to the American College
of Gastroenterology three years ago, he said that too much fructose appeared to cause bloating,
abdominal pain and diarrhoea linked to irritable bowel syndrome.

Now, a new breed of functional products appears to be a cure-all. Partied out? Try an Innocent Natural
Detox smoothie to flush out the after-effects. Tired all the time? Have a Brazilian juice from Crussh with
energising guarana and acai, a nutrient-rich purple berry from the Amazonian rainforest which inciudes
antioxidant vitamins. Since being featured on NBC and Oprah, it has become one of the most popular
ingradients in the US. And yet, when the Australian Consumers Association (ACA) looked into
supplements commonty added to "Juices, of which barleygrass, spirulina and chlorella are among the
most popular, they found them to be a waste of money. "Don’t be seduced by the marketing," said the

ACA. "Many supplements make over-the-top claims and are not worth paying extra for."

Spirulina, a frashwater blue-green algae, is a rich source of proteins, vitamins and minerals, approved

by the US Food and Drugs Agency and the World Health Organisation. But last year an intemational |
team of researchers, inciuding scientists from the Univarsity of Dundee, announced that the algae may ‘
* produce a toxin linked to certain types of neurological disease, including Alzheimer's.

Within days, one German company had taken its algae-based drink off the market.

Similarly, wheatgrass, the startlingly green cocktail of nutrients extracted from the pulped shoots of

grasses from the Agropyron family {related to wheat) has become a cult drink among juiceaholics. Fans

;;u:ll.;de:R th:dfglf;n-maker Peter Jackson, who has said he thinks of the juice as “a salad in a cup”, and
aula Radcliffe.

Comprising up to 70 per cent chlorophyll, wheatgrass is said to heal tissues, help to purify the liver,
improve biood sugar levels and help to flush out toxins. But this month a review of scientific research
conducted by the ACA uncovered little evidence for many of its purported heaith claims.

Researchers found that, while wheatgrass has some nutritional value, a 30 gram serving of cooked
spinach, broccoli or a garden salad contained more vitamins and minerals than a shot of wheatgrass
juica. Only "limited supporting evidence"™ was found for claims of the anti-inflammatory and
wound-healing properties of wheatgrass. Mostly, “the claims that are made are perhaps a lot of hype
without any real evidence," says Viola Korczak, health policy officer at the ACA.

Some juice-bar drinks have hidden calories. At Jamba Juice, a chain with 533 stores in the US, the
Psanut Butter Moo'd drink contains chocolate, bananas, soymilk and 1,170 calories, twice as many as
you would get from a McDonald's burger and small fries.

And what of the detox claims for fruit and vegetables, made by the likes of Or Nish Joshl, dieting guru to
Cate Blanchett and Gwyneth Paltrow, who says that "using raw vegetables will enable you to absorb
large quantities of nutrients and wiil also flush out the toxins™? “Absolute rubbish,” says Professor Tom
Sanders, of the nutrition department at King's College London. "it is true that besides nutrients in food
there is a vast array of other substances which, if they were allowed to accumulate in the body, would
be toxic. But we are equipped with a liver that enables us to break down and excrete them.”

Last year Tiger Smoothies came to the UK: a range of drinks with supplements for an added boost,
including avena sativa (or oat grass) which is "helpful for stress relief". But the functional ingredients are
soon to be withdrawn. "We dan't think they offer any real advantages,” says spokesman Mike Bryan.

Still, at the Fresh & Wild juice bar in Notting Hill, a bolthole for nutrient-craving celeb-rities, there is no
sign of a downturn. “Sales of wheat%rass juice are flourishing,” says Carolina Svensson, who runs the
bar. "We have no safety concerns about any of our ingredients, including blue green algae and
spirulina.”

Collins says that a juice habit can be expensive, but in moderation not unhealthy, provided you can

stomach them. “Ultimately,” she says, "a lot of the fringe juices, especially wheatgrass, taste foul. You
are far hetter off eating a few apples and oranges every day."

(c) Times Newspapers Ltd, 2006
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Smoothie lovers Crussh juice bars launches 14th store with plans to go national.

Siamese cats Activists storm Fangji cat meatball restaurant in Shenzhen in protest.

Ugly fruit Waitrose puts non-perfect fruit back on shelves.

School caterers National LACA TV campaign set to counter "Jamie Oliver effect” on school dinners.
Hospitality staff Ministers promise sight extra days’ paid leave a year as annual holiday.

Whales Japan moves to end 20-year hunting moratorium.

Ireland EasyJet to axe three key routes that go head-to-head with Ryanair.

Cristal Hip-hop star Jay-Z pulls Champagne brand from his clubs after "criticism” about rap association
from producer Louis Roederer,

Sport Olympic and World Cup organisers condemned'by health experts for accepting sponsorship from
fast-food and fizzy drinks companies.

Trans-fats Be gone, we say.

NF_Good_w.ixt
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Benefiting from the growing demand for a healthier lifestyle in the UK, Crussh juice bar has opened its
iatest store in London.

Since bsing launched in 1998, by city worker James Learmond, the company is now selling over a
million smoothies a year in its chain of natural fast foods and squeezed-to-order juices, reports the

Guardian.

Accarding to the newspaper, Crussh is now a muitimillion pound business, opening a new branch every
six weeks, with plans to take the concept nationwide before heading abroad by the end of the year.

Despite a first-year turnover of just GBP200,000, Crussh hopes to take GBP5 million during this
fmagga(; year through sales of super smoothies, organic salads and soya porridge, the newspaper
raported.

Speaking to the Guardian, managing director, Chris Fung, explained that Crussh looks set to benefit
from the government's plans to widen bans on junk food advertising and consumers growing demand for
healthier, fresher products.

However, Crussh's seeming monopoly in this market may be short-lived as leading Australian company
Boost Juice has just signed a franchise deal in the UK.

FD90C6D1-93C2-4BF6-A638-09E318073B2D
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A smoothies fruit juice war to rival the great coffee bar showdown is set to hit the high street.

e !g;hly successful chain of Australian juice bars, Boost Juice, has signed its first franchise deal in
ritain.

The branch will be in Manchester with a London outlet planned for next year and a national chain over
the next 10 years.

1t will be taking on the British chain Crussh, which opened its 14th branch in the Strand yesterday.

The chain was founded in 1898 by former City worker James Learmond, who was fed up with being
unabls to find a healthy lunch.

Boost Juice alreadrdhas 180 sites in Australia, Chile, New Zealand, Singapore, Kuwait and South Korea

and believes it could becoms the Starbucks of the juice world. But Crussh managing director Chris
Fung said the new arrival might find it harder than it imagined to break into the market.

He said: ‘Are they scary? Yes and no. | don't think it’s that easy in the UK. In Australia, you've got tha
weather, you've got everything going for it. The UK isn't the same.' Crussh - which was compared with
two rival products for the Evening Standard by a panal of judges - sells exotic smoothie concoctions

such as the Brazilian, a £3.80 mixture of gaw paw, apple julce, banana, Guarana booster and acai, a
berry from the Amazon rainforest said to be the waorld's healthiest food.

The UK market for Smoothies is already worth more than £100 million and is doubling every year. it is
being driven by a massive upsurge in demand for healthy food and drink fuelled in part by publicity
about the dangers of obesity.

However, Adam Balon, founder and 'chief squeezer' at bottled smoothies maker Innocent, said the
chains might find it hard to break through in big numbers on the high street because the coffee chains
have aiready grabbed so many of the best sites. He added: '‘Smoothies are a more complex product to
make, more costly to make and it's very difficuit to get good sites.’

But Mr Fung insisted that public attitudes will change. 'In terms of coffee, it's 99 per cent water. This is
so much better value,” he said.

Which fruit drink is top of the pips?
Innocent
Flavour: strawberries and bananas

Cost: £1.79

Ingredients: seven crushed strawberries, 1/2 crushed banana, 21/2 pressed apples, dash of freshly
squeezed orange juice

Fat. 0.1g
Sugar: none
Calories: 57 kcals

Henry Dimbleby, co-owner of Laon, says: 'That's nice, it doesn't taste too much like banana, which a lot
of them can. It's got a lovely strawberry taste and it's delicious. All fresh ingredients with nothing added
proves it's very good value for money.’
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Rating: 8/10 PJ Smoothies

Flavour: oranges, mangoes and passion fruits
Cost: £1.45

Ingredients: one

orange (from concentrate), 3/4 apple (from concentrate), 1/2 crushed banana, one passion fruit (from
concentrate), 1/8 crushed apple

Fat: 0.2g
Sugar: none

Calories: 53kcals

Henry Dimbleby says: ‘It tastes too watered down, you can tell it's been remade from concentrate, It's
okay but much flatter than Innocent. If you want fresh fruit and a natural taste, this isn't the one to go

for.!

Rating: 5/10 Crussh

Flavour: Strawberry Cool

Cost: £2.50

Ingredients: five strawberries, 1/2 banana, 150m| orange juice, 150 m! frozen yoghurt
Fat: 1g

Sugar: 4.8g

Calories: 77keals

Henry Dimbleby says: ‘It's quite nice. It's very fresh and there's a strong taste of strawberry. The yoghurt
isn't too strong, the juice is fresh and the banana taste isn't too strong. For 300m! that's good value for
money, especially for something so fresh. The best out of the lot.’

Rating: 8/10
Document NS00000020060620e26k0005x

2007 Factiva, Inc. All rights reserved.

137




. guardian

Guardian Financial Pages
Financlal: Australian rival could ignite smoothie wars as Britons seek healthier lifestyle: Crussh
juice bar, founded by a former City worker, opens its 14th branch today

Katie Allen
810 words

19 June 2006
The Guardian
26
Engnsh
© Copyright 2008. The Guardian. All rights reserved.

It started out as one man's quest for a lunchtime detox. Now it's a multimillion pound business with its

gye on every high street in Britain. Crussh juice bars are revelling in the country’s growing thirst for
healthy eating and the government's latest attack on junk food.

The chain of natural fast foods and squeezed-to-order juices sells more than 1m smoothies a year and
is opening a new branch every six weeks. Today sees the launch, on the Strand, London, of its 14th
store and hopes to take its orange and lime graen brand abroad by the end of the year.

Crussh was founded by city worker James Learmond in 1998 when he decided the only way to find a
heatthy lunch was to set up his own shop.

Turnover was just pounds 200,000 in the first year and fruit, with its perishable and pricey nature, has
proved a sticky business over the years. But this financial year Crussh hopes to harvest pounds 5m
from its super smoothies, organic salads and soya porridge.

Chris Fung, its managing director, said media coverage, such as last week's report that the government
fn;g(); widen bans on junk food advertising, were boosting consumers’ hunger for iow fat and fresher
s.

"Health is now a lot further up on the radar,” he says, sitting in the Mayfair branch. "Peopls want to know
more about what they are eating.”

Sa is a change in eating habits the secret to Crussh's success? "It's down to the fact we don't put crap
in the stuff, and we've been doing that for a long time," says Mr Fung, holding up his cup of deep red
(rs‘ood Morning Super Smoothie. “Compare this with any other smoothie, hand on heart, it's right up
there.”

The 33-ysar-old is gart of a four-man management team that tastes and heips develop all of Crussh's
products, from yoghurt drinks to sushi wraps.

Mr Fung goes through the menu proudly pointing out his contributions and is sure to give his girifriend
g/l"edlt for naming the kiwi, lime and spinach mix Green Goddess after 1980s TV fitness icon Diana
oran.

The market is till very tough, he says, but a slowly improving British diet means there will eventually be
room for a fresh juice bar in every town. "We are moving more and more towards this not being a treat,
but something you can afford every day.”

But whan the nationwide invasion comes, itis not definite that we will all be getting our celery juices in
one of Crussh's neon-coloured bars. The chain may be about to have a smoothie war on its hands.

Crussh currently sees itself as the country's only sizeable fresh juice and food bar, but that could soon
come to an end with the arrivaj of an Australian rival. Boost Juice, the fastest growing smoothie
business in the southern hemisphere, has just agreed a franchise deal in the UK, If growth here
matches expansion there, it could become the Starbucks of the smoothie world. Still, Mr Fung is not
afraid of the new competitor, “Are they scary? Yes and no. | don't think it's that easy in the UK. In
Australia, you've got the weather, you've got evarything going for it. The UK isn't the same," said Mr
Fung, who grew up on fresh juices in his native Australia.

There's also compatition from the booming market in bottled smoothies made by big brands such as
Innocent and PJ Smaothies, owned by PepsiCo.

Innocent, the leading brand in shops, says the market is worth some pounds 100m a year and could
jump to pounds 170m in 2007. It is already selling in school canteens and plans to garner even more
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business from kids as the government clamps down on sugary drinks. Crussh sees its freshly made
juices and range of meals as belonging to a different market.

As for the coffee shop competition, Mr Fung says it's only a matter of time before we drop Americanos

for Energy Explosions and Mango Madnaess. "in terms of coffee, it's 99% water. This is so much better
value," he says.

Crussh admits that, as long as its drinks keep their luxury status, it will be vulnsrable to dips in
consumer spending. But if the junk food fight keeps building, the chain may be able to lean on a growing
army of calorie-counting, vitamin-conscious eaters.

"I'm trying to be good, let's put it that way," says Candice Fields, 28, stirring a Crussh vegetable soup.
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It started out as one man's quest for a lunchtime detox. Now it's a multimillion pound business with its

eye on every high streat in Britain. Crussh juice bars are revelling in the country's growing thirst for
healthy eating and the government's latest attack on junk food.

The chain of natural fast foods and squeezed-to-order juices sells mora than tm smoothies a year and
is opening a new branch every six weeks. Today sees the launch, on the Strand, London, of its 14th
store and hopes to take its orange and lime green brand abroad by the end of the year.

Crussh was founded by city worker James Learmond in 1998 when he decided the only way to find a
healthy lunch was to set up his own shop.

Turnover was just pounds 200,000 in the first year and fruit, with its perishable and pricey nature, has
proved a sticky business over the years. But this financial year Crussh hopes to harvest pounds 5m
from its super smoothies, organic salads and soya porridge.

Chris Fung, its managing director, said media coverage, such as last week's report that the government
;nag widen bans on junk food advertising, were boosting consumers' hunger for low fat and fresher
‘oods.

"Health is now a lot further up on the radar,” he says, sitting in the Mayfair branch. "People want to know
more about what they are eating.”

So is a change in sating habits the secret to Crussh's success? “It's down to the fact we don't put crap

in the stuff, and we've been doing that for a long time,” says Mr Fung, hoiding up his cup of deep red

t(?\ood Morning Super Smoothie, “Compare this with any other smoothie, hand on heart, it's right up
ere.”

The 33-year-old is part of a four-man management team that tastes and helps develop all of Crussh's
products, from yoghurt drinks to sushi wraps.

Mr Fung goes through the menu proudly pointing out his contributions and is sure to give his girifriend
ﬂedit for naming the kiwi, lime and spinach mix Green Goddess after 1980s TV fitness icon Diana
oran,

The market is tiil very tough, he says, but a slowly improving British diet means there will eventually be
room for a fresh juice bar in every town. "We are moving more and more towards this not being a treat,
but something you can afford every day."

But when the nationwide invasion comes, it is not definite that we will ail be gstting our celery juices in
one of Crussh's neon-coloured bars. The chain may be about to have a smoothie war on its hands.

Crussh currently sees itself as the country's only sizeable fresh juice and food bar, but that could soon
come to an end with the arrival of an Australian rival. Boost Juice, the fastest growing smoothie
business in the southern hemisphere, has just agreed a franchise deal in the UK. If growth here
matches expansion there, it could become the Starbucks of the smoothie world. Still, Mr Fung is not
afraid of the new competitor. "Ara they scary? Yes and no. | don't think it's that easy in the UK. In
Australia, you've got the weather, you've got everything going for it. The UK isn't the same,” said Mr
Fung, who grew up on frash juices in his native Australia.

There's also competition from the booming market in bottied smoothies made by big brands such as
Innocent and PJ Smoaothies, owned by PepsiCo.

Innocent, the leading brand in shops, says the market is worth some pounds 100m a year and could
jump to pounds 170m in 2007. It is already selling in school canteens and plans to garner even more
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business from kids as the government clamps down on sugary drinks. Crussh sees its freshly made
juices and range of meals as belonging to a different market,

As for the coffee shop competition, Mr Fung says it's ony a matter of time before we drop Amaericanos
for‘ Enan;‘gy Explosions and Mango Madness. "In terms of coffae, it's 99% water. This is s0 much better
value,” he says,

Crussh admits that, as long as its drinks keep their luxury status, it will be vuinerable to dips in
consumer spending. But if the junk food fight keeps building, the chain may be abie to lean on a growing
army of calorie-counting, vitamin-conscious eaters.

“I'm trying to be good, let's put it that way,” says Candice Fields, 28, stirring a Crussh vegetable soup.

The number of Crussh smoothias sold in a year. Australian firm Boost Juice has just agreed a UK
franchise deal

im
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A weekly guide to spending
HOME

The cool way to boit

Throw away your kettle. The Quooker boiling-water tap is time-saving and energy-efficient. It has an

insulated "vacuum flask™ water tank, which maintains fresh water at 110C under mains pressure, is

situated under the sink and is cool to touch. The tap is height-adjustable on the worktep. A filter purifies

the water, as it passes from the tank to the tap, and it leaves the tap at 100C in a fine spray. Prices from
90, www.quooker.co.uk , 020 7923 3355.

TECHNOLOGY
Snaptoit

Great things come in small packages and this camera from Kodak is no exception. The dual-iens
Easzshare V610 camera is the smallest 10x optical zoom digital camera and is less than an inch thick.
Pocket-sized, this camera takes close, high-quality pictures of distant subjects without the obtrusiveness
of a larger camera. In addition the Easyshare V610 modet is one of the first digital cameras to
incorporate bluetooth wireless technology, making it easier to instantly share pictures with people
nearby to mobile phones, PDAs, computers, Kodak picture kiosks and other V610 cameras. You can
also raceive and view pictures. Priced at £349.99. Visit www.kodak.co.uk_or call 0870 243 0270.

MOTORS

Green giant

The big, impressive LexusGS450h is equipped with the latest in “hybrid® technology, coupling a V6
petrol engine with a powerful electric motor, which uses energy otherwise wasted in braking and
decelerating. The only drawback is that it has a much smaller boot than more conventional variants, the
space having to be given over to the batteries. Apart from that, there's a good deal to be said for it. It's
greener to cycle, though. Price: £38,015 to £47,135' CO2: 186g/km’ www.lexus.co.uk .

WATCHES

Standard time

Wear your country on your wrist and celebrate Britain with this retro-influenced timepiece from Ben
Sherman Accessories, designed for 2006. The Union Jack has recently celebrated its 400th anniversary
and Ben Sherman has created a striking and stylish design, capturing the essence of Britishness with
the use of the flag as the face of the watch. Like the flag, the watch could stand the test of time. It comes
with either a stainless steel or a chunky leather strap, Either way, the watch costs £45' call
01214361238 for details of stockists near you.

SHOES
Designer style with feel-good factor

For footwear that is both fashionable and ethical, look to the MADE project, which works with UK .
designers to create Fairtrade accessorigs. Thase are then produced by artisans in developing countries,
warking to ethical and Fairtrade principles. Beatrix Ong is the latast designer to work with MADE,
designing a range of footwear that is produced by Kenyan artisans who are paid a fair price for their
work, provided with a good working environment, business training, community support and funding
from the UN. Her limited-edition sandals are emballished with precious metals and stones sourced in
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developin%countries in Asia and Africa, and can be found exclusively in the Topshop flagship store in
London's Oxford Street, for £79. All profits go towards making improvements in underprivileged
communities.

FASHION
Want to be spotted? Better get dotted

Just in time for all those summer cocktail parties, designers Baylis & Knight have reinvented a style from
a half a century ago. They've brought the polka dot back. This style makes a comsback every so often,
so much so that it might almost qualify for the adjective "timeless”. indeed the polka dot design first
became common on party clothing in the 1880s in Britain, at a time when polka dancing was extremely
ular, and the name was also applied to the pattern. In any case, this particular dress is a fine,
unfussy example of the classic style, with its strapless bodice and flared skirt and a side-tie waist belt
that pulls the waist In delicately to give a perfect hourglass silhoustte. This puffball dress will showoff
your figure to its best and, indeed, is parfect for a wedding, a party or a night out an the town. It costs

£130 from www.baylisandknight.com , or 0161 881 8002.
ACCESSORIES
Hearty-Crafty

These leather heart keyrings are the product of the lifestyle accessories label Birdy Num Num. The label
was started by the designer Lisa Saxena in 2000 and has developed into a beautiful collection of fashion
and gift ideas. The keyrings and tha collection as a whole have an exquisite attention to detail, such as
the soft nappa leather and the hand-stitched designs. The soft palette of ivory, taupe, pale pink, brown
and green is subtie yet draws the aye. The keyrings cost £20 each and are available at

i call 020 8749 8080. Aiso available are leather purses, handbags, pencil
cases, and wash bags in nappa leather.

FOOD
Therefs a veggie!'

The strangest footie companion for this summar's World Cup is the Peperami Fanimal - a ) )
sound-chipped, impact-activated football mascot that shouts a rota of rants whan you throw him. So if
David Beckham misses that vital penalty in the final against Germany, you can chuck your Fanimal at
the TV to vant your frustration and make it rant such lines as "The referse's a veggie” or "My nan can do
better than that and she’s a pork paté!”. So to help you get through those agonizing match moments,
visit www.fapimal.co.uk_or go to Sports world stores to get your Fanimal for £3.99.

BREAKFAST
Get your oats

If you are into healthy eating, then this cool version of Crussh's heaithy hot porridge bestseller is for
you. A blend of organic porridge oats with a touch of skimmed milk, organic natural fat-free yoghurt,
topped with your cholce of fresh strawberries, mango or berry compote. Crussh's new breakfast allows
you to still enjoy a nutritional power house meal which is low on the glycaemic index and rich in B
Vitamins, minerals and fibres in the heat of the summer sun. Priced at £1.75 for a medium serving or
£2.25 for a large serving. Visit www.crussh.comfor more information.

HOMEWARE

Sexy server

Who said trays couldn't be sexy? Add elegance to your TV dinner with this tray from the Ba Rock
collection, designed by Marta Sansoni for Alessi. Itis made from Ba Rock’s signature stainless steel,
which has been red-powdered to provide a contem ry colour, and has handles that are made from
red-coloured shapes in polished acrylic and resin. The tray is 48cmin diameter and costs £63,
w__ww_'.uFllili_MgLaﬂ,M, 0151 708 4192.Agreen version and a polished stainless-steel version are also
available.
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Starbucks

Mango chicken with blackbean salsa wrap, fruit salad, skinny latte. £7.49
Nutritional total: 703 calories, 2.9g fat.

How long? 18 minutes.

And the taste? The wrap Is tasty and spicy, but there's not much filiing for £3. Fruit salad took the
longest to eat, as servings are quite large, so it's good value for money.

Health verdict: 'White bread can lead to low-energy slumps, so flatbread or wraps are a healthier option
if you can't give up your trusty sandwich,’ says nutritionist Natalie Savona. ‘Although wraps are still high
in calories - this one Is around 400 calories, they're a healthier alternative. Fruit salad is always a good
option and this product provides three servings of your daily fruit requirements, which is great. Instead of
a latte, which may give you a burst of caffeine energy, opt for a herbal tea instead, such as peppermint
tea. Itl ease digestive pains if you've gobbled your food too quickly.'

Rating: HHHI|
Marks and Spancer

Spicy red-lentil-and-tomato soup, wholemeal bread roll, salt-and-vinegar thin crisps, bottled still water
with lemon-and-lime flavour. £3.66

Nutritional facts: 505 calories, 6.4g fat.

How lang? 22 minutes. The soup takes about four minutes to heat, which adds extra preparation time.
And the taste? The soup was a perfect winter warmer, although it would have been nice to have some
butter to spread on the bread roll. The crisps resembled chinese crackers, but just not as tasty. The
flavaured water tasted too sweet for my liking.

Heaith verdict: "Lentil soup is a great lunchtime choice, as it's low in GI value, so your energy levels will
stay high for the afternoon,’ says Savona. 'Brown bread does have more fibre than white bread, but this
soup s so filling, you can easily do without and save yourself 140 calories. Instead of crisps, I'd
recommend a piece of fresh fruit, or one of Marks and Spencer's low-fat probiotic yoghurts, which help
to keep your bowels healthy and reguiar.'

Rating: HHHHI

EAT

Spicy crayfish noodles, mango-and-passion fool, fruit-and-nut mix. £6.50

Nutritional facts: 613 calories, 18.9¢ fat.

How long? 20 minutes.

And the taste? A filling, well-rounded lunch. Fruit-and-nut mix was enjoyed over the course of the
afternoon, though, which stopped me reaching for my usual chocolate bar.

Health verdict: 'This is a well-balanced lunch, with proteins from the seafood and low-Gi noodles
combining to make a nutritionally balanced lunch,’ says Savona. ‘The serving size of 70g for the
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frui;l-and-nut mix is also ideat - they may be good for you, but are high in fat, so a little goes a long way
in this case.’

Rating: HHHHI
Fresh ltaly
Pollo e spinaci {penne pasta with chicken and spinachy, fruit compotes, espresso. £4 (espresso is free)

Nutritional facts: 258 calories, 2g fat. (Fresh Italy has empioyed an ingsnious ‘traffic-light' guide to
healthy eating: green for low caloris, orange for medium calorie and red for higher in fats and calories.
My meal was a healthy 'green light' dish, but tasted like a sinful red.)

How long? 15 minutes (Fresh ltaly cooks meais to order in just over one minute).

And the taste? Bellissima!l My pasta didn't taste store-bought at all, and the frash ingredients - basi and
spinach - were plentiful. The compote was a low-calorie treat - altogether a filling meal for a small cost.

Health verdict: 'Frash pasta is a good choice for funch if you've had a busy morning, or have a long night
ahead, as it's high in energy, but relatively low in fat,’ says Savona.

"By adding low-Gl foods such as chicken and spinach to the dish, this becomes a slow-releasing meal,
so you shouldn't feel tired or sleepy afterwards. Fruit compote is also ideal, as it cleanses the palate and
gives you soma energy for the afternoon.

‘I'd steer clear of espressos, though, particularly after 3pm, as it's believed that caffeine can contribute to
insomnia if drunk after this time. Swap the espresso for a fresh juice or herbal tea instead.’

BEST BUY Rating: HHHHH

Boots

Shapers meal deal which included houmus-and-chargrilied-vegetable wrap, sweet red grapes, a bottle
of freshly squeezed orange juice. £2.99 (special meal deal price).

Nutritional total: 465 calories, 8.2g fat.
How long? 10 minutes.

And the taste? Servings are on the small side, so you'll feel hungry soon afterwards. Fresh and tasty
though, and the orange juice did taste freshly squeezed.

Health verdict: 'This is a quick and easy lunch, but not necessarily the most satisfying or healthiest you
could buy. The wrap contains around 8g of fat, so if you're watching your waight you'd be better off .
choosing a rice salad,’ says Savona. "This would keep you fuller for longer, too, as well as being lower in
fat. Orange juice is a good way to add one portion to your five-a-day fruit and veg quota, and is a good
occasional aiternative to water.'

Rating: HHII!

Benjys

Chicken and Mexican bean salad, fruit salad, pomegranate juice. £5.59

Nutritional total: 531 calories, 19.7g fat.

How long? 22 minutes. Servings are generous and there are a lot of forifuls to get through.

And the taste? Bean salad was very filling, so there wasn't much room for the fruit salad. Pomegranate
juice was delicious and very refreshing. A tasty alternative to my usual orange juice.

Heaith verdict: ‘A daily serving of beans are vital for healthy bowel movement, so this salad, with added

benefit of the protein from the chicken, is a very healthy, balanced lunch choice, says Savona. )

‘Pomegranate juice is a very powerful antioxidant too, which will help boost the immune system - ideal if
you're working long hours.’

Rating: HHHHI

Pret a Manger
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Slim Pret Classic Tuna sandwich, carrot, mash and toasted cumin soup, elderflower juice. £4.38
Nutritional facts: 471 calories, 23.3g fat.

How long? My local Pret is quite small, but attracts a farge crowd, so | spent precious minutas queuing.
In afl 20 minutes for lunch.,

And the taste? The soup is filling, so there was no need for Pret's new half-sized sandwich, Elderflower
juice was very refreshing.

Health vardict: ‘This is the highest in fat of all the high street stores, even though it looks refatively
healthy,’ says Savona. I'd forego the half sandwich and add a piece of fruit instead. Eiderflower is a
wonderfully calming drink, so it's good if you've got a strassful afternoon ahead. It's high in sugars,
though, so dilute it with water if possible.’

Rating: HHIll

Crussh

Roast-tomato-and-thyme organic soup, Superfoods health pot, apple, carrot and ginger juice. £6.90
Nutritional total: 444 calories, 7.3g fat.

How long? 20 minutes. Soup and health pot are pre-made, but the juice takes around two minutes to
prepare.

And the taste? Great winter warmer soup and perfect for January diets as it's fat-free. The health pot
contained lots of quinoa, nuts and seeds, so | felt more and more virtuous with every mouthful, and the
fresh juice topped off an extremely healthy, tasty lunch.

Health verdict: 'Eating organic foods is a responsible way to take care of your heaith,' says Savona.,
‘This soup is excellent as it's extremely high in antioxidants, but contains virtually no fat, so it's ideal if
}/ou over-indulged at Christmas, The fat contant on the heaith pots is quite high (6.5g), but it's ail good
ats, which help to keep your skin, hair and nails healthy. This juice is also a good choice as it clears the
palate, and the ginger will give your immune system a boost - necessary in winter.'

Rating: HHHHI
Caffe Nero

Goat's ('iﬂeg_s,e and roasted red pepper panini, reduced-fat apple and blackberry cheese cake, latte with
soya milk.

Nutritional total: 821 calories, 28.2g fat.
How long? 25 minutes - panini needed to be toasted in store.

And the taste? After waiting five minutes for the panini to be toasted, | then had to wait another five for it
to cool down enough to eat, which used up half my lunch braak. Tasly though.

Heaith verdict: "This is a classic example of foods which look healthy, or promise to be reduced fat, but
are actually still very high in calories. Goat's cheese is a healthier option than full-fat Cheddar, but still
high in calories - a better option would have been a salad or soup,’ says Savona. 'The cheesecake is full
of sugar, so you'll just feel hungry, and tired, soon after eating this. Even though it's reduced fat, there's
still a whopping 11g in it. A piece of fruit, or yoghurt would be a better choica.’

Rating: Hilil

Sainsbury's

Salmon and cucumber on malted bread with seeds, classic fruit salad, bottled water. £3.20
Nutritional total: 351 calories, 5.1g fat.

How long? 16 minutes.

And the taste? Surprisingly fresh and filling,
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Health verdict: ‘Wild salmon is a good way to add essential fatty acids (EFAs) into your diet,” says
Savona. 'EFAs help you to concentrate better by improving the blood circulation to the brain, so you'll be
less likely to suffer from the 3pm slump after eating this meal. The fruit salad is an ideal addition to
contribute to your five-a-day eating plan, although I'd recommend buying just one piece of fresh fruit,
rather than pre-prepared and packed fruits.’

Rating: HHHH!

Tesco

Medium sushi pack, carrot sticks, reducad-fat houmus, strawberry-and-banana smoothie. £4.06
Nutritional total: 554 calories, 21.9¢ fat.

How long? 15 minutes. Make sure you buy the medium sushi pack, which provides chopsticks,
otherwise you'll have to go hunting in the office kitchen for a fork. Easy to prepare, although condiment
packets are fiddly.

And the taste? Sushi was quite fresh, considering it's packaged. Reducsd-fat houmus and carrot sticks
were ideal, although it's tempting to keep snacking all aftemoon. Best to eat half, and save the rest for
the foliowing day.

Health verdict: 'Sushi is a good cheice for lunch, as it's low in fat, and provides you with zinc, fish oils
and some vegetables,’ says Savona. ‘Carrot sticks are alse a good choice, although don't be too liberal
with the houmus. It may say reduced fat on the label, but the entire tub contains 18g fat. it'd be healthier
to empty a small amount into a separate bowl. Houmus is packed full of chickpeas, which provide

protein and energy. it's also a low Gl food, so you'll feel full for longer. My only concern is the smoothie,
as it contains 10g of sugar, which means that you may fesl an energy slump afterwards.’

Rating: HHHI|
INatalie Savona is the author of Wonderfoods (£12.99, Piatkus). www.nataliesavona.com
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Juice bar brand Crussh is rolling out a redesign across its 12 London stores.

Design by The ID Department uses natural materials including bamboo. Walls are painted in yellow and
champagne tones, and wall graphics draw attention to the healthy product.

Crussh storss sell soups, sandwiches and snacks alongside a constantly updated juice menu,

"Qur target market is health-aware and young at heart,” says Crussh marketing manager Jo Maer.
“Customers tend to be anti-corporate and anti-global, and we like to keep a local feel to the stores.”

Crussh explored several models for its outlets, including take-out and mobile units, and is looking to
expand to 30 stores within two years. itis in talks about partnership deals and is looking to build a
franchise model.

The expansion is in line with the trend towards healthier eating. "We go for organic ingredients wherever
possible,” says Maer. "But we are not a health food shop and we are not puritannical. We sell chocolate
cake, it's just an organic one.*
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Central
Asadal

Gracious service, chic interior and plenty of authentic Korean dishes. Watching the food being finished
in front of you is part of the fun.

Asadal, 227 High Holborn, WC1V 7DA (020 7430 9006) High Holborn tube. Meal for two with wine and
service: around £70. Set lunches from around £10.

Below Zero
LONDON'S ONLY ICE BAR

In this weather it seems less of a trick to keep an ice bar runnin? in the centre of the West End, but as
you're rugged up already, you may as well stop in for a round of cocktails.

tBekv’lcw Zers, 28-33 Haddon St, W1B 4BL (020 72879192/ www.belowzerotondon.com ) Piccadilly Circus
ube.

The Bowler

More Martha Stewart Living than most gastropubs, the Bowler's tiny bar offers interesting beers and
decent wines, Food is perhaps too simple given the prices (and we waited ages) but sweet staff and a
lively crowd made us reluctant to complain.

The Bowler, 32 Bowling Green Lane, EC1R 0BJ (020 7837 4141) Farringdon tube/rail. Meal for two with
wine and service: around £70,

Breakfast Club
NEW ENTRY See The hot five.
?;:akfast Club, 33 D’Arblay St, W1F 8EU (020 7434 257 1) Oxford Circus tube. Lunch for two: around

China Tang

A sumptuous basement dining room that evokes colonial Shanghai during the art deco period. Premium
ingredients such as lobster, abalone and shark’s fin are used in well-executad Chinese favourites,
including Peking duck served properly in three courses. Dim sum is available and the desserts are good

too.

China Tang, The Dorchester, 53 Park Lane, W1A 2HJ (020 7629 9988) Hyde Park Corner tube. Meal
for two with drinks and service: around £120.

Crussh

NEW ENTRY New branch of the made-to-order juice and smoothie chain with healthy lunch options
including I?ots of bean and barley dishes, sushi, wraps, regular and toasted samies, plus organic and
vegan cakes. :

Crussh, Unit 1 Gate Houss, Ludgate Circus Buildings, 6 Faningdon St, EC4M 7LH (020 7489 5916/
www,crussh.com ) Blackfriars tube. Lunch for two with drinks: around £14.
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Dine
CLASSIC FRENCH
You’ve had your fill of disappointing trendy eateries, try this old-fashioned French restaurant, the

If
re aunchgd varsion of Tooks. Dine's resolutely Gallic food is accurately cooked and beautifulty
presented.

Dine, Tooks Court, EC4A 1LB (020 7404 1818/ www.dine-restaurant.com ) Chancery Lans tube. Meal
for two with wine and service: around £85.

Galvin

Chef brothers Jeff and Chris Galvin are united in their desire to bring good-value French bistro cooking
to central London, and this restaurant is proving popular.

Galvin, 66 Baker St, W1U 7DH (020 7935 4007) Baker St or Bond St tube. Meal for two with wine and
service: around £80; set lunch £15.50.

Gaucho Grill
NEW ENTRY Stylish new branch of the Argentinian steak (and wing) chain featuring a ground floor bar,

a 120-cover restaurant on the lower ground floor, outdoor seating for 40, plus a rickshaw delivery
service for local businesses.

Gaucho Grill, 5 Finsbury Avenue, EC2M 2PG (020 7256 6877/ www.gaucho-grill.com ) Liverpool St
tube/rail. Meal for two with wine and service: around £80.

Hummus Bros

Damn if this isn't a clever idea: dishes of houmous served with a choice of toppings, lovely fluffy pitta
bread and tasty fresh salads in a cool, friendly, eat-and-go environment.

Hun?‘mug Bros, 88 Wardour St, W1F QTJ (020 7734 1311) Tottenham Court Rd tube. Lunch: around £7
per head.

Origin

The Hospital's Thyme restaurant is dead, but long live its reincarnation, known as Origin. Chef Adam
Byatt has streamlined his original tasting menus concept to produce a savvy list of seasonal ingredients
in interesting combinations.

Origin, The Hospital, 24 Endell St, WC2H 9HQ (020 7170 9200/ www origin-restaurant.com ) Covent

Garden or Holborn tube. Meal for two with wine and service: around £90. Pre-theatre menu (6-7pm) two
courses £15, three courses £20,

Somerset House Ice Rink

NEW ENTRY Relax after a morninéa's skate or ice wall climb with hot slow-roast pork sandwiches, bean
and pumpkin stew with red rice and guacamole, mugs of Mobana chocolate, and warm apple and
cinnamon juice, provided by the folk of Tate Catering.

g%nerset House, Strand, WC2R 1LA (020 7845 4600) Temple tube. Lunch for two with drinks: around

Sorrel

Medern Italian cooking at reasonable prices - for a City location. We liked tha seasonal slant to the
menu, comforting pasta dishes and hearty main courses of roast meats.

f?é)(r)rel. 5 Minories, EC3N 1BJ (020 7481 1779) Aldgate tube. Mea! for two with wine and service: around

The Terrace

NEW ENTRY Ses The hot five. The Terrace, Lincoin's Inn Fields, WC2A 2LT (020 7430 1234) Holborn
tube.
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Meal for two with wine and service: around £80. Set meals: two courses £10.50, three courses £12.75.

The Trading House

A simple venture, well executed. Cool bar at front, comfy restaurant at back, and charming staff bringing
delicious dishes such as truffle-scented caulifiower soup, meaty tuna carpaccio, and Charolals steak
with mustard saucs.

The Trading House Bar and Kitchen, 12-13 Grevilie St, EC1N 8SB (020 7831 0697) Farringdon
tubef/rail. Meal for two with wine and service: around £60.

Vinoteca

Mark-ups are pleasingly low at this 'bar and wine shop' with a list of 220 wines starting at just £4.50. The
bar food menu includes dishes such as homemade pork and prune terrine, salt cod fritters, and poached
plums with clotted cream and shortbread.

Vinoteca, 7 St John St, EC1M 4AA (020 7253 8786) Farringdon tube/rail. Meal for two with wine and
service: around £50.

Volt

The decor may try a bit too hard, but this lounge bar and italian restaurant is more than formaggi -
service is sweet, the cocktails are made from premium spirits, and food such as purple potato gnocchi is
innovativa. From the people who brought us the upmarket Noura Lebanese chain.

Volt, 17 Hobart Place, SW1W 0HH (020 7235 9696} Victoria tube/rail. Meal for two with wine and
service: around £90.

Yazu Sushi
THE SMALLEST ZUSHIBAR IN TOWN

The alleyway leading from the Curzon Mayfair cinema down to Shepherd Market is also home to
London's smallest kaiten-zushi {revolving sushi bar). Sushi and sashimi can be picked off the belt on
colour-coded plates that denote the price, or specific dishes can be prepared to order. Good quality
sushi, but no booze licence.

Yazu Sushi, Unit 2, 46 Curzon St, W1J TUH (020 7491 3777) Green Park tube. Meal for two with
service: around £40.

North

Amano

NEW ENTRY The PlayGolf centre on the A404 has scored a hole-in-one by featuring a new branch of
Borough’s popular Amano cafe on site. Barbecue grills, pizzas, New York dsli sandwiches, sharing
plates and kiddie food feature along with Union Roasters' ethically traded coffess.

Amano Northwick Park, PlayGolf, Watford Rd, Harrow, Middx, HA1 3TZ (020 8869 8570/
%&MM) South Kenton or Northwick Park rail. Meal for two with wine and service: around
Green Note

NEW ENTRY See The hot five.

Green Note, 106 Parkway, NW1 7AN (020 7485 9899) Camden Town tube. Msal for two with wine and
service: around £55.

Peachy Keen

The name’s a reference to Rizzo's line ‘Peachy keen, jellybean' in the movie 'Grease’, but this isn't a
Pink Ladies-themed bar. Cosy downstairs, white and airy up. Decent cocklails, too. Remarkable for
Kentish Town Road.

Peachy Keen, 112 Kentish Town Rd, NW1 9PX {020 7482 2300) Camden Town tube.

Safir
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NEW ENTRY One of our favourite Moroccan venues, decked in vivid fabrics. The food is simple and
'taralcliiti-gnal,.but packed with aromatic and piquant flavours. Weekend diners may encounter
elly-dancing.

Safir, 116 Heath St, NW3 1DR (020 7431 9888/ www.safir-rastaurant.co.uk ) Hampstead tube or
Hampstead Heath rail. Meal for two with wine and service: around £65.

Saravanaa Bhavan

Saravanaa Bhavan's part of a worldwide chain originating in Chennai (formerly Madras) and identical to
the homely, no-frills vegetarian eateries you will find in India. Expect plenty of Punjabi and
Indian-Chinese dishes as well as traditional recipes from the south.

Saravanaa Bhavan, 531-533 High Rd, Wembley, Middx, HAQ 2DJ (020 8795 3777) Wembley Central
tubefrail. Meal for two with drinks and service: around £35.

Sardo Canale
A sleeker venue than its Fitzrovia parent, Sardo Canale (it's by the Regent's Canal) brings authentic

Sardinian ingredients and dishes to Primrose Hill. Skip the familiar italian favourites and go for tuna
‘bresaola’, shellfish and fregola combos.

Sardo Canale, 42 Gloucester Avenue, NW1 8JD g020 7722 2800/ www.sardocanale.com ) Chalk Farm
tube. Meal for two with wine and service: around £100.

Tobia

Catch it while you can, bacause this excellent little Ethiopian restaurant is planning to up-sticks and
move elsewhere in the near future. The cooking is great; veggies will find plenty to satisfy, and
Wednesday and Friday are meat-free and dairy-free in accordance with the tenets of the Coptic
Christian church,

Tobia, First Floor, Ethiopian Community Centre, 2a Lithos Rd, NW3 6EF (020 7431 4213/

www.lobigrestaurant.co.uk ) Finchley Rd tube. Meal for two with wine, coffee ceremony and service:
around £50.

The Vine
This old Edwardian building secretes a pleasing rear courtyard garden, covered and heated, for casual

dining. The reliable modern British food includes seared scallops with chilli jam, a very fine burger with
bacan and Montgomery's cheddar, and homely sticky toffes pudding.

The Vine, 86 Highgate Rd, NW5 1PB (020 7209 0038/ www thavinelondon.co.uk ) Kentish Town
tube/rail. Meal for two with wine and service: around £60.

South

Baltic

VODKA AND BLINIS

Palish-based cuisine taken to a higher level - perfect for chilly weather.

Plerogis are light and crepe-like; the smoked saimon served with the blinis is firm. To finish, poppy-seed
cake fresher than a Baltic breeze. To drink, vodka of coursa.

Baltic, 74 Blackfriars Rd, SE1 (020 7928 1111) Southwark tube. Msal for two with wine and service:
around £85.

Butlers Wharf Chop House
NEW ENTRY Dark pure-bred White Park beef (one of the UK's oldest and rarest breeds of cattle), steak
and kidney pudding (with or without oysters) and a three-bird roast makes Sunday lunch a foregone
conclusion.
Butlers Wharf Chop House, Butlers Wharf Buildin?, 36€ Shad Thames, SE1 2YE (020 7403 3403/

Ol

www.conran.com ) London Bridge tube/rail. Meal for two with drinks and service: around £85.Set meals
two courses £22, three courses £26.

2007 Factiva, Inc. All rights reserved.

152



Chez Bruce
Ten years old and Chez Bruce is so classily comfortable it feels like a favourite pair of Gucci loafers.

Food is primarily French, but reaches along the Med with dishes such as imam bayildi and risotto of
gorgonzola and Jerusalem artichoke with walnuts and chives.

Chez Bruce, 2 Ballevue Rd, SW17 7EG (020 8672 0114/ www.chezbruce.co.uk ) Wandsworth Common
rail. Meal for two with wine and service: around £100.

Chosan

Sushi, grilled dishes, kushiage, and a iong fist of chef's specials and seasonal offerings - choice is
vaged enough to keep diners returning often to this popular Japanese restaurant crammed with tables
and curios.

Chosan, 292 Upper Richmond Rd, SW15 8TH (020 8788 9828) East Putney tube, Meal for two with
wine and service: around £65.

Grafton House
NEW ENTRY See The hot five.

Grafton House, 13-19 Old Town, SW4 0JT (020 7488 5559) Clapham Common tube. Meal for two with
wine and service: around £60.

Lamberts

NEW ENTRY Credible food E}roducers are name-checked on the hearty modern British menu of this
enticingly comfortable local. The wids-ranging wine list has several good bottles at fair prices too.

Lamberts, 2 Station Parade, Balham High Rd, SW12 9AZ (020 8675 2233/
www lamberisrestaurant.com ) Balham tube/rail. Meal for two with drinks and service: around £85.

Nando's

The South African peri-peri chicken chain has a new flagship in an impressively atmospheric conversion
beneath the railway arches near Borough Market.

Nando's, 225-227 Clink St, SE1 9BY (020 7357 8662) London Bridge tube/rail. Meal for two with drinks
and service: around £45.

Roast

Igbal Wahhab's celebration of the best in British cuisine is a crowning achievement. There's a large spit
oven roasting ribs of beef, suckling pig, and game, come-hither puds, the best sparkling English wines,
plus fine beers including Jacobite ale by Traquair House.

Roast, Floral Hall, Stoney St, SE1 1TL (020 7940 1300/ www.roast-restaurant.com ) London Bridge
tube/rail. Meal for two with drinks and service: around £110.

The Victoria

NEW ENTRY Huge sunlit gastropub with first-rate cooking to match the premium prices. Traditionally

matured Charolais beef rearsd in Oxfordshire features on Darren Archer's tempting menu, as do plenty |
of rib-sticking, wintry puds.

Victoria, 10 West Temple Sheen, SW14 7RT (020 8876 4238/ www thevictorja,net } Mortlake raif, Meal
for two with drinks and service: around £75.

East
Canteen
GREAT OLD-SCHOOL FOOD

Set in the new development next to Old Spitalfields Market, Canteen has clean modemist lines and
old-school grub: own-made baked beans, pork scratchings, mutton pie and comfort puds.
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Canteen, Unit 2, Crispin Place, off Brushfield St, E1 60W (0845 686 1122/ www.canteen.co.uk )
Liverpool St tube/rail. Meal for two with drinks and service: around £65.

Chicchi

Modern Italian coffee lounge with internet cafe and foods including sandwiches made with fresh Italian
bread, hot pasta dishes and pasta salads. The cakes and desserts are especially good, as is the
authentic espresso.

Chicchi, 516 Roman Rd, E3 5ES (020 8141 4190) Bow Rd tube/DLR. Lunch for two with coffee and
cake: around £15.

Cay Tre

Dalightful Vietnamese restaurant with an interesting menu a cut above many of its locat rivais. Ravishing
monkfish, and catfish in caramel sauce are among the dishes we've enjoyed. The service is excellant
too.

Cay Tra, 301 Old St, EC1V 9LA (020 7729 8662) Oid St tube/rail. Meal for two with wine and service:
around £45.

The Gun

GASTROPUB OF THE YEAR 2005

Inviting gastropub full of cosy nooks and crannies. Eat in the bar or the more formal dining room, while
in befter weather head for the sun deck or stunning river terrace. The fish comes direct from nearby
Billingsgate Market.

The Gun, 27 Coldharbour, Isle of Dogs, E14 9NS (020 7515 5222/ www.thegundocklands.com ) Canary
Wharf tube/DLR or South Quay DLR. Meal for two with wine and service: around £69.

Hubbub

NEW ENTRY Friendly budget cafe and restaurant in the isle of Dogs' art centre, Dinner menus cater o
alf palates: think wild boar sausages with red wine gravy and mash, or salad of roast pumpkin, feta,
olives and honey-balsamic dressing.

Hubbub, 269 Westferry Road, E14 3RS (020 7515 5577/ www,hubbubcafebar.com ) Mudchute DLR.
Dinner for two with wine and service: around £55.

Mandarin Palace

NEW ENTRY Charming chinciserie-laden venue that might be described as liford's best restaurant -
and it's MSG-frae. Skip the familiar dishes of the regular menu and opt for the intriguing chef's specials.
There's plenty for vegetarians, too.

Mandarin Palace, 559-561 Cranbrock Rd, Gants Hill, lliford, Essex, IG2 6JZ (020 8550 7661) Gants Hilt
tube. Dinner for two with wine and service: around £55.

Mangal Ocakbasi

Despite ever-growing competition in the area, the original Mangal keeps serving top-quality grilled food
and is much appreciated for it. It's worth doing what the locals do and ask for dishes not on display,
maybe a stew or lahmacun (Turkish pizza). Cold starters such as houmous and cacik are served in
large portions and the bread here is good and plentiful.

Mangal is no longer as cheap as it once was, but that's only reiative,

Mangal Ocakbasi, 10 Arcola St, E8 2DJ (020 7275 8981) Dalston Kingsland rail. Unlicensed; no corkage
chargs. Meal for two with soft drinks and service: around £30.

Wast
11 Abingdon Road

NEW ENTRY See The hot five.
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11 Abingdon Road, 11 Abingdon Rd, W8 6AH (020 7937 0120) High St Kensington tube. Meal for two
with wine and service: around £85. Set menu: two courses £12.50.

Black & Biue

NEW ENTRY Foie gras burgers are included on the new menu of this well-done steakhouse chainlet.
Thferl? are other branches in Belsize Park, Notting Hill and on Wigmore Street, W1, with more openings
to follow soon.

Black & Blue, 105 Gloucester Rd, SW7 4SS (020 7244 7666/ www.blackandblue.biz ) Gloucester Rd
tube. Meal for two with wine and service: around £75.

Cambio de Tercio

NEW ENTRY Lauded Spanish restaurant that successfully blends the modern (duck liver mousse with
Coca-Cola and rum jelly and lemon snow) with the traditional (plate of Iberico ham). The encyclopaedic
wine list is premium pricad, and there's a choice of 11 sherries by the glass.

Cambio de Tercio, 163 Old Brompton Rd, SW5 QJL (020 7244 8970/ www.cambiodetercioco,uk )
Gloucester Rd or South Kensington tube. Meal for two with wine and service: around £85,

The Inn at Kew Gardens

Sympathetically restored Victorian pub with a great list of real ales, plus menu featuring enticements
such as swaet pumpkin risotto and pan-fried sea bass with a colourful pepper salad.

The Inn at Kew Gardens, 292 Sandycombe Rd, Kew, TW9 3NG (020 8940 2220) Kew Gardens rail.
Meal for two with wine and service: around £45.

Nactar
WHERE TO DRINK MEAD

Stylish open-plan bar with retro wallpaper and a drinks menu that is not so much vintage as days of
yore, thanks to a focus on mead, which comes from Lurgashall in West Sussex. Cool Britannia indeed.

Nectar, 562 King's Rd, SW6 2DZ (020 7326 7450) Fulham Broadway tube.

Sam's Brasserie and Bar

Rick Stein is one of tha backars of this snazzily converted former paper factory offering all-day dining
and drinking at approachable prices. Planty of ltalian dishes on the modern European menu.

Sam’s Brasserie and Bar, 11 Barley Mow Passage, W4 4PH (020 8987 0555) Chiswick Park or
Turnham Green tube. Meal for two with wine and service: around £80.

The Tea Palace

BEST FOR ROMANTICS

A tearoom by day, The Tea Palace has recently started opening in the evenings (Wed-Sat) for dinner,
with a menu sarving dishes such as marinated herrings, roast haunch of venison, roast pork belly or
desserts such as jasmine and orange panna cotta served with a giant cantucci. The newness of the
evaning menu means The Tea Palace is still relatively undiscovered, making it a perfect venue for a
quiet romantic dinner.

The Tea Palace, 175 Westbourne Grove, W11 2FB (020 7727 2600/ www.teapalace.co.uk ) Notting Hill
Gate tube. Tea for two with scones and service: around £20.

Tosa

JAPANESE CHARCOAL GRILL

The charcoal grill takes centre stage in this Japanese restaurant, which majors on grilled titbits (chicken
thighs and liver, yes, but also more unusual items such as quails' eggs, ox tongue and asparagus
wrapped in pork belly).

Tosa, 332 King St, W6 ORR (020 8748 0002) Ravenscourt Park or Stamford Brook tube. Meal for two
with drinks and service: around £55.
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THE HOT FIVE
This week's pick of the 50

1. 11 Abingdon Road Little brother to Sonny's of Barnes, a tastefully smart-casual Mod Euro restaurant
with seasonal food. Delish.

2. Breakfast Club Your new morning pitstop for gooey toasties, Special K, OJ and decent espresso.

3. Grafton House

Lo*.a‘r:gel bar and grill with good value dishes of organic meats and poultry, and properly made rum
cocktails.

4. Green Note intemnational veggie restaurant with jazz music nights bringing a healthy groove to
Camden's clubland.

5. The Terrace

Danish building, Caribbean flavours, Camden Council: Patrick Williams's unusually smart park cafe for
the legal eagles of Lincoln’s Inn Fields.

STILL HUNGRY?

Find thousands more reviews on our dedicated food and drink website eatdrink.timeout.com for an

annual subscription of £9.99. Have a two-week frial free. Or grab a copy of the new 2006 edition of the

gmg Out E)ating & Drinking Guide' from all good bookshops and at www.timeout.com/shop (whers it's
cheaper).

Document TIMEO00020060125e1bu0003y
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# Evening Standard

Free smoothies, today until Friday

PS DIARY

139 words

19 July 2005

The Evening Standard

English

(c) 2005 Associated Newspapers. All rights reserved

Free smoothies, today until Friday

If you're looking for a wholesome and nutritious lunch, pop into CRUSSH, the juice bars set up with the

purpose of providing Londoners with a healthier alternative without losing the taste. Made-to-order

smoothies and freshly squeezed juices headline the menu, which also includes sandwiches, salads,

soups and wraps made with natural, organic, fres-range and tolerance-friendly ingredients where |

possibie.

To celebrate the opening of the Jubilee Place store in Canary Wharf, PS readers can get a free medium
smoothie or juice when buying any salad, sandwich, soup or wrap at CRUSSH. Take your copy of the
Evening Standard to any CRUSSH store untit Friday 22 July. Offer restricted to one offer per customer
per day. For your nearest store, visit www.crussh.com.
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Home news
Smoked salmon and E coli served at top social events

Valerle Elliott Consumer Editor
630 words

7 July 2005

The Times

14

English
(c) 2005 Times Newspapers Limited. All rights reserved

Eating out at some of the country's leading teisure and sporting venues could be harmful to health,
consumer watchdogs say.

An investigation of takeaway outlets at key events in the social calendar found that hygiene controls
were so poor that consumers were at risk, Only a quarter of foads sampled at Cheltenham Racecourse
on Gold Cup day passed stringent laboratory tests, compared with half at the antiques fair at Newark
showground, Nottinghamshire.

Every cold item bought and tested at Cheltenham, Newark, and at an England rugby match at
Twickenham failed tests. The food had been kept at the wrong temperature or had faecai contamination.

A smoked salmon sandwich bought from the Cottage Rake Bar at Cheltenham contained Listeria
monocytogenes, a bacteria that can cause septicaemia.

A crepe bought from Normandie Crepes at the Ideal Home Exhibition at Earl’'s Court, London, had high
levels of E.coli, which can cause sickness and diarrhoea.

High levels of Staphylococcus aureus were found in a bacon sandwich from Upper Crust at Twickenham
and the same bacteria were found in a chicken caesar salad bought from Crussh at Earl's Court.

High levels of Bacillus cereus, which can cause diarrhcea and vomiting, were aiso found on chicken
tikka and rice bought from Lazeez Express at Twickenham, This bacterium is common in reheated rice.

A salad nicoise from Pizza Express at Earl's Court contained pseudomonas that cause food to smell,
taste and look off. It also contained enterobactsriaceae, which indicate insufficient cooking or
contamination from dirty equipment or raw meat, and thermotolerant coliforms, which are a sign of poor
personal hygiens among food-handling staff.

A fifth of all foods tested showed levels of bacteria indicating faecal contamination. The report
Dangerous Days Out gives a clean bill of health only to a third of the food tested at the four venues.

The survey was part of the Which? cam%\a’ign for all food hygiene inspections to be made public.
Maicolm Coles, Editor of Which?, said: "Wae think the threat of poor hygiene inspection results being
made public wili persuade food traders to clean up their act, so we'll kaep pushing for this to happen.
Many of the problems we found could easily be avoided if staff were better trained.”

All Leisure, the cataring company at Cheltenham Racecourse, said that it had not received any
complaints about food served during the Gold Cup and that it had "an exemgiary record” in hygiene and
food safety. The company aiso challenged the factual accuracy of the tests but said that it would
thoroughly review all its procedures and staff training.

Twickenham Experience, which provides hospitality at the stadium, said that it had received only one
complaint in five years and its health and hygiene record was excellent.

Paul Lillicrap, general catering managsr at Newark showground, said that catering for the svent had
been sub-contracted to numerous caterers.

www.timesonline.co.ukifoedandwine recipes for healthy eating
BEWARE OF THE TAKEAWAY
ANTIQUES FAIR, NEWARK Feb 2005

Of 18 hot samples there were 9 passes and 9 warnings (indicating a level of micro-organisms close to
unacceptable). All 3 chilled items failed; 2 room temperature items passed
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RUGBY AT TWICKENHAM Dec 2004

16 hot samples: 8 passes, 6 warnings, 2 fails.

Al 4 chilled items failed.

Two room temparature items: 1 pass, 1 warning
IDEAL HOME SHOW, EARL'S COURT March 2005
13 hot samples: 8 passes, 4 warnings, 4 fails.
Chilled: 1 pass, 8 fails. Room temperature: 2 passes
GOLD CUP DAY, CHELTENHAM RACECOURSE March 2005
12 hot samples: 6 passes, 2 warnings, 4 fails.

11 chilled items failed.

One warning for room temperature item

(c) Times Newspapers Ltd, 2005
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The Daily Telegraph

News:
Food at sports events fails the hyglene test

By Richard Alleyne
77 words

7 July 2005

The Dally Telegraph

015

English
(c} 2005 Telegraph Group Limited, London

ALMOST all chilled food sarved at many leading sports and leisure events falls below basic hygiene
standards, it emer%ed yesterdar. All but one of the meals tested at four big events, including the
Cheltenham Gold Cup and the |deal Home Show, failed industry standards and public heaith guidelines,
an investigation by a team from Which? magazine found. Some of the more serious breaches included
listeria In a smaoked salmon sandwich, e.coli in a crepe and staphylococcus in a chicken caesar salad.
Only a third of the food tested managed a clean bill of hsalth and a fifth had "unacceptably high” levels
of bacterla caused by faecal contamination. Which? sent a food safety consuitant and a microbiologist to
events held batween December 2004 and March 2005 at Twickenham stadium in west London, an
antiques fair at Newark County Showground, Notts, the Ideal Home Show at Earis Court in London, and
Gold Cup Day at Cheltenham Racecourse.

The inspsctors bought 93 hot, chilled and room temparature foods from 47 food vans and stalis across
the four events. Each sample was tested by an accredited laboratory for a ranga of bacteria including
e.coli, bacillus, listeria, salmonella and mould. Which? said all the chilled food bought at Newark,
Cheltenham, and Twickenham failed the tests, elther because it was stored at the wrong temperature or
contaminated by dirty hands or equipment. All but one of the nine tested at the Ideal Home Show also
falled. Only a quarter of foods sampled at Cheitenham Racecourse on Gold Cup Day passed the tests,
compared with almost half at the Newark County Showground antiques fair. Some of the cases
highlighted by Which? were a smoked salmon sandwich containing listeria monocytogenes bought at
the Cottage Rake Bar at Cheltenham, This bacteria can cause septicaemia and even miscarriage in
pregnant women, the consumer group said. The inspectors alsc found s.coli, which can cause diarrhoea
and vomiting, on a crepe bought from Normandie Crepes at Earls Court. They discovered
staphylococcus aureus, which can cause stomach upsets, in a chicken caesar salad bought from the
Crussh outlet at the same venue. A BLT sandwich from a stall at Twickenham stadium also contained
hi%h lavels of this bacteria. Only the chilled food tested at Newark County Showground failed the
Which? tests, but its inspectors criticised some stalls for having food debris around thelr counters. All
Leisure, which provided the catering at Twickenham and Cheltenham, said its on-site catering had an
“exemplary record in hygiene and food safety" but it had since carried out an investigation. Crussh said
it was reviewing its procedures and Clifton Environmantal Services, for Normandie Crepes, said it had
recaived no complaints about food poisoning. Earls Court said it is working "closely with all the outlets
involved to prevent a recurrence”.

Document DT00000020050707e1770003p

2007 Factiva, Inc. All rights reserved.

160




. guardian

Guardian Home Pages
The Ideal Home Show in west London Photograph: Sarah Lee

173 words
7 July 2005
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English
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The Ideal Home Show in west London Photograph: Sarah Lee
ldeal Home Show, Earl's Court, March 15 2004

High levels of Stapr;{loooccus aureus, heat tolerant coliforms, pseudomonas, and enterobacteriaceae
were found in a chicken caesar salad, plus high E coli levels on a feta wrap from a Crussh outlet at
Earl's Court 2. E coli can indicate faecal contamination. Other bacteria suggest poor hygiene or
inadequate cooking.

High levels of contamination with several bacteria were also found on a green pesto salad from a Dash
outlet in Earl's Court 2. A salad nicoise from Pizza Express contained high levels of pseudomonas and
enterobacteriaceae.

A crepe from Normandie Crepes at Earl's Court 1 had high leveis of E coli and heat tolerant coliforms.
Crussh and Pizza Express said they would review their procedures. Normandie Crepes said it had
riceived no complaints of food poisoning. Earl's Court organisers said they were working to put new
checks in.
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BUSINESS LIFE
Why smoothie operators must move fast to bear fruit.

By JONATHAN GUTHRIE

1,045 words

6 July 2005
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| recently conceded that my brainchild, the Brummy Diet, was never going to earn me the millions
generated by its lucrative forebear from Beverly Hills. Subsisting on spicy balti curries washed down with

eer had not, disappointingly, given me the toned body of sprinter Mark Lewis Francis. Instead, |
resembled a cross between Jasper Carrott and a Waeble.

So | have been haunting the juice bar in the shopping centre opposite my office, substituting a smoothie
- a fruit and low-fat yoghurt shake - for the sandwiches, curries or alcohol available nearby. Paying more
than Pounds 2 for lunchtime refreshment containing neither booze nor dripping goes against the grain.
But I fear the fate of the over-eaters in tabloid reports, who are crane-lifted out of windows when they no
longer fit through their front doors.

This means ! can see the logic of plans for a Juice bar chain conceived by Nick and Andrew Wood,
whose business, Frult Boost, was runner-up in last month’s Shell LiveWIRE awards for young
entrepreneurs. In a year's trading the brothers have generated impressive sales at two small outlets in
Liverpool and Chester. They belleve public enthusiasm for healthy eating will support a mini-chain
across the North West, their stepping stone to a national presence.

This may be an idea whose time has come. Subway, which markets its sandwiches as a healthy
alternative to burgers, is expanding rapidly in the UK. And Innacent, which sells premium smoothies
through supermarkets, has baen a great entreprensurial success story. Set up in 1998, the company is
set to generate sales of Pounds 30m this year, thanks to good products and droll marketing.

Itis hard to examine beverage chains that exploit lifestyle shifts without remembering the coffee bar
land-grab of the 1990s. Then, a plethora of chains scrapped for the best pitches from which to dispense
their frankly rather insipid wares. Pioneers, such as the Seattle Coffee Company, made millions when
the founders sold out.

Could coffee wars be followed by a juice bar barney? Nick Wood says he is inspired by Boost Juice, a
fast-growing smoothie chain he encountered in Australia: "] thought it was fantastic you could get a food
item on the go that was healthy and made you feel good." Janins Allis, who founded Boost Juice, is the
darling of the Australian business pages, having set up 175 outlets since 2000.

Butin Oz, venturing outside in summaer can feel like climbing into an oven heated to gas mark six. Your
need for a cold drink is then as urgent as the caffeine addict's craving for coffee. The appeal of
smoothies, which often include crushed ice, is surely lessened by England's coid and rain. Mr Wood put
his plans to imitate Boost Juice on hold for this reason. He only revivad them after visiting a West
Country surf resort, where he "saw a juice bar that was very busy even in freezing weather".

There is a good chance that that bar was supplied by Projuice, the business of former sales executive
Paul Ford. This sells machinery and ingredients to 40 independent outlets that havs spread out from a
Devon base, even reaching my local shopping centra in picturesque Edgbaston. Mr Ford says: "The
potential of juice bars is huge.” In a couple of years he expects to service 100 independent juice bars as
well as 30 Projuice franchises.

Similarly, Zumo, a Dublin-based iuice bar chain, has grown to 18 outlets across the isiand of (reland in
four years. This is despite a small market and weather aven wetter than in -England, where Zumo Is
also keen to expand through franchising.

A risk warning is in order for anyone planning to join the juice bar gold rush by investing in a shop, a
{:Jicer and sacks of fruit and wheatgrass - an ingradient that removes "toxins”, whatever those are. We

ave been here before. In the late 1990s there was a flush of newspaper articles talking up the potential
for big juice chains, based on similar hopeful young businesses.

't did not happen. Chris Fung, managing director of Crussh, a rare survivor, says: “A lot of people are
getting into juice bars now, but it is tougher than it looks.” He laughs if you mention the push factor of the
obesity scare. "If the British public did what the media told them, there would be a million juice bars,"
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says Mr Fung, who comes from health-conscious Australia. The "minute or two" it takes to make a fresh
smoothie can be too long for the time paupers of central London. And the UK is simply “not hot enough
for long enough®.

Crussh has taken seven years to open 12 London juice bars, though it hopes to add 18 by 2009. The
progress of US juice bars has also been respectable rather than astounding. Over 16 years, Jamba
Juice, one of the biggest, has opened about §00 outlets. That compares with Starbucks’ 6,700 stores.
Dan Titus of Califomnian consultancy Juice Gallery estimates yearly US juice bar sales at Dollars 2.1bn
(Pounds 1.2bn), against Dollars 440bn for the whole restaurant and fast food trade.

| think Andrew Balon, a co-founder of Innocent, has it about right whan he predicts there will be no more
than "a couple of good businesses" among the UK's nascent juice bar chains. He says Innocent has a
relatively strong position because its smoothies are sold through supermarkets, where consumers tend
to be creatures of habit, When it comes to grabbing sustenance on the go, such as a smoothie, they are
impulse buyars. This exposes juice bars to greater volatility in sales as fashions and weather fluctuate.
Juice boosters such as the Wood brothers will need to build their chains fast to outpace copycats,
through sharp marketing and disciplined management. Then they should be able to sell out for millions.

| reckon they need to refine their products, though. How about the beer smoothie, made with detoxifying
organic hops? Throw in an onion bhaji wrap and you would have a healthy meal option even | could
commit to,

20050706L.113.048
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FT.com site : Jonathan Guthrie: Smoothie operators could losa it.

Jonathan Guthrie

1,054 words
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English
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| recently conceded that my brainchild, the Brummy Diet, was never going to earn me the millions
generated by its lucrative forebear from Beverly Hills. Subsisting on spicy balti curries washed down with
beer had not, disappointingly, given me the toned body of sprinter Mark Lewis Francis. Instead, |
resembied a cross between Jasper ~Carrott and a Weeble.

So | have been haunting the juice bar in the shopping centre opposite my office, substituting a smoothie
- a fruit and low-fat yoghurt shake - for the sandwiches, curries or alcohot available nearby, Paying more
than over GBP2 for lunchtime refreshment containing neither booze nor dripping goes against the grain.
But | fear the fate of the over-eaters in tabloid news reports, who are crane-lifted out of windows when
they no longer fit through their front doors.

This means | can sea the logic of plans for a juice bar chain conceived bywhizzed up by Nick and
Andrew Waod, whose business, Fruit Boost, was runner-up in last month's Shell LiveWIRE awards for
young entrepreneurs. In a year's trading the brothers have generated impressive sales at two small
outlets in Liverpool and Chester. They bslieve public enthusiasm for heaithy eating will support a
mini-chain across the North West, their stepping stone to a national presence.

This may be an idea whose time has come. Subway, which markets its -sandwiches as a healthy
alternative to burgers, is expanding rapidly in the UK. And Innocent, which sells premium smoothies
through supsrmarkets, has been a great entrepreneurial success story. Set up in 1998, the -company
will is set to generate sales of GBP30m this year, thanks to good -products and droll -marketing.

Itis hard to examine beverage chains that exploit lifestyle shifts without remembering the coffee bar
{and-grab of the nineties. Then, a plethora of chains scrapped for the best pitches from which to
dispense their frankly rather insipid wares. Pioneers, such as the Seattle Coffee Company, made
millions when the founders sold out.

Could coffee wars be followed by a juice bar barney? Nick Wood says he is inspired by Boost Juice, a
fast-growing smoothie chain he encountered in Australia: "I thought it was fantastic you could get a food
item on the go that was healthy and made you feel good.” Janine Allis, who founded Boost Juice, is the
darling of the Australian business pages, having set up 175 outfets since 2000.

But in Oz, venturing outside in summer can feel like climbinq into an oven heated to gas mark six. Your
need for a cold drink is then as urgent as the caffeine addict's craving for coffee. The appeal of
smoothies, which often include crushed ice, is surely lessened by England's cold and rain. Mr Wood put
his plans to imitate Boost Juice on hold for this reason. He only revived them after visiting a West
Country surf resort, where he "saw a juice bar that was very busy even in freezing weather".

There is a good chance that that bar was supplied by Projuice, the business of former sales executive
Paul Ford. This sells machinery and ingredients to 40 independent outlets that have spread out from a
Devon base, even reaching my local shopping centre in picturesque Edgbaston. Mr Ford says: "The
potential of juice bars Is huge.” In a couple of years he expects to service 100 independent juice bars as
wall as 30 Projuice franchises.

Similarly, Zumo, a Dublin-based juice bar chain, has grown to 18 outlets across the istand of Ireland in
four years. This is despite a small market and weather even wetter than in -England, where Zumo is
also keen to expand through franchising.

A risk warning Is in order for anyone planning to join the juice bar gold rush by investing in a shop, a
juicer and sacks of fruit and whealgrass - an ingredient that removes "toxins", whatever those are. We

ave been here before, In the late 90s there was a flush of newspaper articles talking up the potential
for big juice chains, based on a similar bunch of hopeful young businesses.

[t did not happen. Chris Fung, managing director of Crussh, a rare survivor, says: "A lot of paople are
getting into Juice bars now, but it is tougher than it looks.” He laughs if you mention the push factor of the
obesity scare. “If the British public did what the media told them, there would be a million juice bars,"
says Mr Fung, who comes from heaith-conscious Australia. The "minute or two” it takes to make a fresh
smoothie can be too long for the time paupers of central London. And the UK is simply "not hot enough
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for long enough™.

Crussh has taken seven years to open 12 London juice bars, though it hopes to add 18 by 2008, The
progress of US juice bars has also been respectable rather than astounding. Over 16 years, Jamba
Juice, one of the bi?gest, has opened about round 500 outlets. That compares with Starbucks' 6,700
stores. Dan Titus of Californian consultancy Juice Gallery estimates yearly US juice bar sales at $2.1bn
(GBP1.2bn), against $440bn for the whole restaurant and fast food trade.

| think Andrew Baion, a co-founder of Innocent, has it about right when he predicts there will be no more
than “a couple of good businesses” among the UK's nascent juice bar chains. He says Innocent has a
relatively strong position because its smoothies are sold through supermarkets, where consumers tend
to be creatures of habit. When it comes to grabbing sustenance on the go, such as a smoothie, they are
impulse buyers. This exposes juice bars to greater volatility in sales as fashions and weather fluctuate.
Juice boosters such as the Wood brothers will need to build their chains fast to outpace copycats,
thr;:fugh ;nlam marketing and disciplined management. Then they should be able have the chance to sell
out for millions.

} reckon they need to refine their products, though. How about the beer smoothie, made with detoxifying
organic hops? Throw in an onion bhaji wrap and you would have a healthy meal option even | could
commit to.jonathan.guthrie@ft.com
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Careers: Just the Job - Head of marketing, Crussh

135 words

11 May 2005
Marketing
83

English
() Marketing, a Haymarket publication |, for more information visit or email info@brandrepublic.com

Crussh is a pioneer in the altemative health foods market. Jo Maer, who describes herself as chief juice
and smoothy concocter, is involved in product development, from concept to delivery.

Her role involves conducting market research from one of 12 outlets, taste-testing new products and

checking nutritional content. Once the product is developed, it is Masr's remit to come up with a catchy
name and market it.

At the start of this year, she came up with Green Goddess - a detox beverage made from natural
produce - targeting the New Year's resolution brigade.

A vital part of the role is to keep up with the latest diets and fads.

Document MKTG000020050511e15000032
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6 Wolverhampton and Dudley 1,675 Pubs 7 McDonald's 1,235 QSR McDonald's Company...

Forbes Mutch
1,566 words
1 February 2005
Chain Leader
éngﬁsh
{c) Copyright 2005. Reed Business Information Limited. All rights reserved.
6 Wolverhampton
and Dudley 1,675 Pubs
7 McDonald's
1,235 QSR
McDonald's Company owned
8 Greggs 1,229 Sandwich bars
Greggs, Bakers Oven
9 Whitbread
Restaurants
1,224 Restaurants
Pizza Hut, Beefeater, Brewers
10 Yum!

1,167 QSR

KFC, Pizza Hut
11 Compass 957 Sandwich bars,
Restaurants
Upper Crust, Harry Ramsden, Lemon Tree
12 Wellington
Pub Company
835 Pubs
13 Avebury Taverns
772 Pubs
14 Burger King
740 QSR
Burger King
15 London &
Edinburgh Inns
730 Pubs
L6 County Estate
Management
650 Pubs

17 JD Wetherspoon
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646 Pubs
18 TDR/Capricorn

595 Restaurants

Nandos, Pizza Express, Café Pasta,

19 Trust Inns
505 Pubs

20 Burtonwood
460 Pubs

21 Pyramid Pub Co
433 Pubs

22 Starbucks

417 Coffee bars

Starbucks

23 Daniel Thwaites
407 Pubs

24 Subway
400 Sandwich bars

Subway

25 Frederic Robinson
398 Pubs

26 Globe Pub
Company
364 Pubs

27 Shepherd Neame
371 Pubs

28 Domino's

330 QSR

Domino's

29 Luminar
314 Pubs

30 Permira

297 Restaurants

Little Chef

31 Charles Wells
277 Pubs

32 Wimpy

274 Restaurants

Wimpy
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33 Restaurant Group

256 Restaurants
Frankie & Benny's, Caffe
Uno, Garfunkels,
Chiquito, Est Est Est
34 Hardys & Hansons
251 Pubs

35 Wadworth & Co

249 Pubs

36 Hall & Woodhouse
247 Pubs

37 Fuller Smith & Turner
242 Pubs

38 Admiral Taverns
241 Pubs

39 Heritage Pub Co
240 Pubs

40 SA Brain

221 Pubs

41Young & Co

208 Pubs

42 GI Group

206 Pubs, Bars
Yates', Ha! Ha!

43 Samuel Smith

205 Pubs

44 Caffeé Nero

185 QSR

Caffé Nero

45 Papa John's

181 QSR

Papa Johns,
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Perfect Pizza

46 Marks and
Spencer

180 Coffee bars
Café Revive

47 Eldridge Pope

' 179 Pubs

48 Laurel Pub
Company
Neighbourhood

Pubs

170 Pubs

Hogshead, Champion
49 JW Lees

170 Pubs

50 Belhaven Pubs
164 Pubs

51 St Austell Brewery
161 Pubs

52 SFI Group

158 Pubs

Slug and Lettuce,
LittenTree, Bar Med
53Tragus

157 Restaurants
Cafe Rouge, Bella
Pasta, Mamma Amalfi
54 Baskin Robbins
150 QSR

Baskin Robbins

55 Caledonian
Heritable

150 Pubs

2007 Factiva, Inc. All rights reserved.

170




56 Nestle

147 Restaurants
Cafe Nescafe

57 Barracuda Group
139 Pubs

58 Everards

136 Pubs

59 McMullen & Son
133 Pubs

60 Jennings

130 Pubs

61 Joseph Holt

127 Pubs

62 Noble House
Leisure

125 Pubs, Restaurants
Jim Thompsons, Yellow River<27A4>
63 Pret a Manger
125 Sandwich bars
Pret a Manger

64 O'Brien’'s

123 Sandwich bars

O'Brien's

65 George Gale & Co
111 Pubs

66 Arkell's Brewery
104 Pubs

67 Brakspear
103 Pubs

68 Heavitree Brewery
101 Pubs

63 Segafredo Zanetti

100 QSR

Puccino's
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70 Pubs 'n' Bars
98 Pubs

71 CI Traders

97 Pubs

Blubeckers, Edwinns

72 Honeycombe Leisure
92 Pubs

73 Adnams
86 Pubs

74 BB's

84 QSR

BB's

75 Felinfoel Brewery
84 Pubs

76 Regent Inns

83 Pubs

Walkabout, Jongleurs

77 Out of Town

Restaurants Group

81 QSR, Restaurants
Bradwell's, Fresh, Bitz
and Pizza

78 TD Ridley

76 Pubs

79 Hydes' Brewery
75 Pubs

80 Celtic Inns

72 Pubs

81 Millies Cookies
71 QSR

82 Elizabeth
Holdings

70 Pubs Lease

83 Geoxge

Bateman
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66 Pubs

84 Mitchells of
Lancaster

66 Pubs

85 Valleyhill

66 Pubs

86 Benjy's

65 QSR

Benjy's

87 Mill House Inns
62 Pubs

88 General Mills
61 QSR

Haagen-Dazs

89 Heron & Brearley
58 Pubs

30 Town Centre Restaurants
57 Restaurants
Cafe Giardino, Auberge
91 Pub People
Company

55 Pubs

92 JC & RH Palmer
54 Pubs

93 Unilever

53 QSR

Ben & Jerry's

94 Daisychain Inns
52 Pubs

95 JT Davies

52 Pubs

896 Haagen Dazs

51 Restaurants
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Haagen Dazs

87 Coffee Republic
50 Coffee bars
Coffee Republic

98 DPP Restaurants
49 Restaurants
Deep Pan Pizza

99 Gray & Sons

49 Pubs

100 New Century
Inns

49 Pubs

101 bavy and
Company

48 Pubs

102 Ponti's

48 Restaurants
Ponti's, Caffe Italia
103 Chapman

Group

47 Pubs

104 Restaurant
People Group

47 Restaurants

La Tasca
105 Corporate
Catering Company
45 Pubs
106 Harvey & Son
45 Pubs
107 Randalls Vautier
45 Pubs

108 Inventive
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Leisure
44 Bars

109 Tadcaster Pub
Company
43 Pubs

110 Elgoods
42 Pubs

111 Hook Norton
42 Pubs

112 Prezzo
40 Restaurants
Prezzo

113 Dorbiere
38 Pubs

114 Eat
38 QSR
EAT

115 Sovereign Inns
37 Pubs

116 Great British
Pub Co
36 Pubs

117 Massive
36 Pubs

118 Thorley Taverns
36 Pubs

119 Carluccios
34 Restaurants
Carluccio's

120 Rosemount
Taverns
34 Pubs

121 Wessex Taverns
34 Pubs

122 CCT Group
33 Pubs

123 Kingdom
Taverns

33
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Pubs

124 Camerons
32 Pubs

125 Delifrance
32 QSR
Delifrance

126 Dukedom
32 Pubs

127 Springwood
Leisure
32 Bars, Pubs

128 Spudulike
32 QSR
Spudulike

129 Ultimate
Leisure
32 Pubs

130 Wharfedale
Taverns
32 Pubs

131 Loch Fyne
31 Restaurants
Loch Fyne

132 Signature
Restaurants
31 Restaurants
Strada

133 Barter Inns
30 Pubs

134 Mercury Inns
30 Pubs

135 Sir John
Fitzgerald
30 Pubs

136 Taverna Inns
30 Pubs

137 The Bar Group
30 Pubs

138 Glendola
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Leisure

139

140

141

142

143

145

146

147

149

150

151

152
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29 Restaurants, Bars
Waxy O'Connor's <27A4>
Laing Holdings
28 Pubs
Peninsula Inns
28 Pubs
Thornton's

28 QSR

Urbium

28 Clubs, Pubs
Tiger Tigex
Welcome Break
27 QSR, Restaurants
Coffee Primo,
Red Hen

Barvest

26 Pubs

Capital Pub
Company

26 Pubs
Zelgrain

26 Pubs

Bagel Factory
25 QSR

Bagel Factory
Wagamama

25 Restaurants
Wagamama
Passionate Pub
Company

24 Pubs
Tynemill

24 Pubs

Urban Dining

24 Restaurants
Tootsie's
C-Side Holdings
23
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Pubs

153 Georgica
23 Pubs

154 Pizza Piazza
22 QSR
Pizza Piazza,
Pizza Organic

155 Bulldog Pubs
21 Pubs

156 Holden's
Brewery
21 Pubs

157 Paramount
21 Restaurants
Chez Gerard,

158 Balls Brothers

Bertolrelli's

20 Pubs, Wine bars

159 Conran Restaurants

Group
20 Restaurants
160 Festival Inns
20 Pubs
161 Hartford

20 Restaurants,

Jamies bars
162 Interpub
19 Restaurants
163 Maclay Group
19 Pubs
164 Sarumdale
19 Pubs
165 Yo! Sushi
19 Restaurants
Yo! Sushi
166 Inns & Leisure
18 Pubs
167 Oak Taverns
18 Pubs

168 RW

Bars
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Randall

169

170

171

172

173

174

175

176

177

178

179

180

181

182

183

184
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18 Pubs

Angus Steakhouse
17 Restaurants
Angus Steakhouse
Churchill Taverns
17 Pubs

Timothy Taylor
17 Pubs

Guest Trust

16 Pubs

McManus Pub

16 Pubs

Merlin Inns

16 Pubs

Cascade

15 Pubs
Donnington
Brewery

15 Pubs

Fat Cat Cafe Bars
15 Pubs

Geronimo Inns

15 Pubs

Marbury
Restaurants and
Taverns

15 Pubs

Market Taverns
15 Pubs

Style in the City
15 Pubs

Esquires

14 QSR

Esquires

Living Ventures
14 Pubs

Ma Potter's

14
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Restaurants
Ma Potters Restaurant
185 Puzzle Pub Co
14 Pubs
186 Botanic Inns
12 Pubs
187 Harlequin Leisure
12 Restaurants
Ashoka
188 Ikea
12 In-store
Restaurants
Ikea
189 Tchibo
12 QSR
Tchibo
190 Cafe Med
11 Restaurants
Café Med
191 Corney & Barrow
11 Bars
Corney & Barrow
192 Hopback Brewery
11 Pubs
193 Aagrah
10 Restaurants
Aagrah
194 Clapham House
10 Restaurants
Bombay Bicycle Club,
Real Greek Restaurants,
Gourmet Burger
195 Front Page Pubs
10 Pubs
196 Gourmet Holdings
10 Restaurants
Richoux, Bel and the
Dragon

197
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Heathcotes
10 Restaurants
Simply Heathcotes
198 Highgate Brewery
10 Pubs
199 Pleisure
10 Pubs
200 Mithras Group
10 Pub, QSR
Chapters Deli, Mithras
Bar
201 Crussh
9 Juice Bars
Crussh
202 Henry J Bean's
9 Pubs
Henry J Bean's
203 Public Inns
Partnership
9 Pubs
204 Bagelmania
8 QSR
Bagelmania
206 Giraffe
8 QSR
Giraffe
206 Howies
8 Restaurants
207 Rank Leisure
8 Restaurants
Hard Rock Cafe
208 Aberdeen
Steakhouse
7 Restaurants
Aberdeen Steakhouse
209 Aroma Oriental
Buffet Restaurants
7 Restaurants

Aroma Oriental
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Buffet

210

211

212

213

214

215

216

217

218

219

220

221

222
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Restaurants
Cairn Leisure
7 Pubs
Chartcity

7 Pubs

Front Room
Englishe Inns
7 Pubs

Gaucho Grill
7 Restaurants
Gaucho Grill
0i! Bagel

7 QSR

0i! Bagel
Santa Fe

7 Restaurants
Santa Fe
Gordon Ramsay
Holdings

7 Restaurants
Metropolitan
Restaurants

7 Restaurants
Getti

Sharro

7 QSR

Sbarro

Sofra

7 Restaurants
Sofra
Spaghetti House
7 Restaurants
Spaghetti House
Teesdale
Traditional
Taverns

7 Pubs

Whole Foods
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Market
7 Restaurants
Fresh & Wild
223 Liverpool Brewing
6 Pubs
224 Loco
6 Restaurants
225 Marco Pierre
White Restaurants
6 Restaurants
Marco Pierre White
226 Mezzanine
6 Restaurants
Smollenskys
227 Outback
Steakhouse
6 Restaurants
228 Quaffins
6 Pubs
239 Royal China
6 QSR
230 Shere Khan
6 Restaurants
Shere Khan
231 Shire Taverns
6§ Pubs
232 Spearmint Rhino
6 Pubs
233 Tiffinbites
6 QSR
Tiffinbites
234 Valemint
6 Pubs
235 A-Z Restaurants
5 Restaurants
236 Brodie's
5 Pubs

Brodie's
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237

238

239

240

241

242

243

244

245

246

247

248

249

250

Every effort has been made to check the accuracy of these statistics.
publishers do not accept responsibility for any errors or omissions
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Deckers

5 Pubs

Eerie Pub
Company

S Pubs
Fishworks

5 Restaurants
Fishworks
Gruppo
Restaurants

5 Restaurants
Japanese
Canteen

5 Restaurants
Japanese Canteen
Krispy Kreme

5 QSR

Krispy Kreme
Match Bars

5 Restaurants
Miso Noodle Bar
5 QSR

Miso Noodle Bar
Moshi Moshi

5 Restaurants
Moshi Moshi
Premier Taverns
53 Pubs

The Head of Steam
5 Pubs
Tripletotal

5 Pubs

Weaver Leisure
5 Pubs
Tripletotal

5 Pubs

The
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Features
Tasty takeaways on a high street near you;Food

Sejal Sukhadwala and Anna Shepard

567 words

6 November 2004

The Timas

Body & Soul 13

English

(c) 2004 Times Newspapers Limited. All rights reserved

In our health-conscious age, fast food has become a dirty phrase. It's synonymous with all that is
tasteless, poor quality and fattening: bland burgers, dubious kebabs, greasy chips and watery chicken

nuggets.

Super Size Me, this year's most talked-about film, documented the harmful effects of super-sized meals,
while debates about child obesity have raged throughout the year. No wonder that well-established
chains have seen their profits plummet,

However, fast food need not be all bad. This year there has been a surprising upturn in places that offer
fresh, unfussy food, cooked with good-quality ingredients, served in a jiffy. Order wisely -choose lean
meats, salads, frash vegetables, low-calorie dressings, and fruit -and *fast’ can equate with "healthy”,
Even chains like McDonald's and KFC have cottoned on, introducing organic milk, salads and rice on
thelr revamped menus.

Here we we take a look at six places whose ethos and diverse menus refiect this trend. Ail of them
prove that, despite the bad press, fast food is here to stay. It has simply grown up -and has become
wiser, leaner and tastier.

BABES'N'BURGERS

Launchad in September, this organic burger joint, endorsed by the Soil Association, aims to "serve frash
food as fast as we can”. Chargrilled burgers start at Pounds 2.75, with salt-and-pepper squid and sprout
salads, all for under Pounds 10. The babes in question are young 'uns, as the restaurant has a nursery
room.

275 Portobello Road, L.ondon W11, 020-7727 4163

YO! SUSH!

Small bundles of raw fish wrapped up in rice and washed down with green tea are a uniquely heaithy
lunch, from the trademark rotating conveyer belt. And, unfike other Japanese restaurants, prices have

been kept low. www.yosushi.com; branches nationwide
SHISH
Pulling together Silk Route influences from Turkey to Turkmenistan, the two London branchas of Shish,

in Old Strest (EC1) and Willesden Green (NW10), transform kebab culture into something sophisticated,

healthy and tasty. A wide range of veggie-friendly mezze starters, at reasonable prices, is served in the
large open-plan restaurants M,gms_g&gm

CRUSSH
This juice chain opened its first branch in 1998 and its signature smoothies such as The Brainstorm

-banana, apple, cranberry and a supplement made from ginko biloba and bilberry leaf powder -are a
great way to top up daily doses of fruit and veg. Also on offer are glutenfwheat-free sandwiches.

www.crussh.com; branches throughout London

EAT

This sandwich-bar chain boasts 38 stores, from Birmingham to Bow, selling 35 different kinds of
sandwiches and salads. The spicy crayfish noodle salad is a favourite, as are soups, such as Moroccan

root vegetable with charmoulla. The constantly changing menu hinges on seasonal factors, fresh
produce and customer feedback.

2007 Factiva, inc. All rights reserved.
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www,eatcafe.co.uk; branches nationwide
PROGRESO

This chain of fair-trade cafes opened its first autlet this week in Covent Garden, soon to be joined by
another on Portobello Road, and 25 more by 2006. Where possible, all the ingredients used in the
yoghurts, chocolates, biscuits, crisps and drinks are fair-trade. Progreso is owned jointly by Oxfam and
coffee growers from the developing world. Other supporters include the actor Colin Firth.

www.progreso.org.uk; Thomas Neal Centre, Eartham Street, London WC2

(c) Times Newspapers Ltd, 2004
Document T000000020041109e0b6000ch
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EVEN

Rival Londan sites revamp catering offer

107 words

13 QOctober 2004
Marketing Event
4

English

(c) Marketing Event, a Haymarket publication , for more information visit or email
info@brandrepublic.com

Rival London venues Earls Court and Olympia and Excel have upgraded their catering concepts.

High street chain Crussh Juice Bars has opened three outlets in Earls Court and Olympia specialising
in juices, smoothies, soups, salads, sandwiches and wraps. The stores replace the now defunct Soup

Opera campany outlets.
Excel has teamed up with Whistlestop and SSP Specialist Brands to open a convenience store on the

ground floor. The new facility replaces stand catering and aliows exhibitors and organisers to pre-order
and have items delivered.

Document MAREVE(02004 1013e0ad00006
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Features
Health: Can your diet lunch really help you siim?

Words: Lynne Michelle
957 words

26 September 2004

The Sunday Mirror

48, 47

English

(c) 2004 Mirror Group Ltd

These lunchtime products may seem slimmer-friendly - but are they? Our expenrt, nutritionist Ingrid
Haitink*, gives her verdict...

Crussh Fat Burner Smoothie, £3.90
Per smoothie (450g): 351 cals, 8.1g protein, 70.2g carbs, 4.9g fat

"A good product ~ you"ll get at least two portions of fruit, and because it's freshly made, you also get
maximum antioxidant benefits. Using the whole fruit provides fibre too. However, its “fat burner" complex
is a bit of a gimmick - for instance, it contains garcina which can block conversion of glucose to fat, but

ou“d nead at least 500mg twice a day for any effect. It"s also low in protein, so | wouldn™ have it as
unch every day. A handful of nuts will make it a more batanced meal." 7/10

Frash! Gourmet Organics Bugsy with Organic Carrot, Houmous, Watercress & Alfalfa Sprouts, £1.90
Per sandwich (195g): 296 cals, 11.3g protein, 47.3g carbs, 7.1g fat

"This is packed with all sorts of different nutrients. What { like most is that its live, vibrant food full of
enzymes - the things that act as catalysts for all the reactions in the body. Thay wili help the digestion
and speed the metabolism, so it"s great for slimmers. Organic food tends to be higher in nutrients
because it"s grown in soil that"s not been depleted by intensive farming. The houmous dressing will
slo\«rr1 t!:te e&?rogy release and keep blood sugar stabie. Protein is on the low side, so team with a low-fat
yoghurt.”

X-Carb Salmon Fillet in Lemon Dill Sauce with Julienne Carrots & Fine Green Beans, £3.49
Per pack (400g): 344 cals, 25.6g protein, 7.6g carbs, 23.6g fat

A generous serving and relatively unprocessed by ready meal standards. It"s high in protein, so it will
help avoid blood sugar slumps and afternoon nibbling. However, it’s still a microwave meal, and cooking
it will destroy a lot of antioxidants in the green beans and carrots, as well as essential fats in the salmon.
1"d prefer to see it eaten with a salad to improve the carb-to-protein ratio and nutrient content. This is
OK, but for low- carb, the Atkins salad is healthier.” 6/10

New Covent Garden Food Co Seasonal Soup - Mediterranean Vegetables and Puy Lentils, £1.95
Per carton (600g): 234 cals, 12.6g protein, 40.8g carbs, 2.4g fat

"A great immune booster because there"s a good variety of veg containing lots of different antioxidants
and nutrients, The onion and garlic have antibacterial, antiviral and decongestant activity - perfect for
autumn and winter. It"s good to eat food in season bacause it's more likely to be locally grown and
fresher. This soup”s fibre content is excellent and it also provides 1-2 vegetable servings. It"s slightly
low in calories, so you could team it with a wholegrain roll or have a healthy snack mid- afternoon to
keep your metabolism up.” 8/10

Pret a Manger Sushi Deluxe Toku-Jyo Set, £4.95
Per pack (235g): 418kcal, 16.3g protein, 73.5g carbs, 6.6g fat

"Not quite as healthy as it looks. It has the second-highest calories per 100g. it"s also 65% white rice,
which has a high glycaemic index (Gl) and affects blood sugar levels and hunger. However, the oily fish
helps to counter this, so it needn"t derall your diet. The essential fats in the fish are good for the
metabolism as well as the brain and immune system, but it"s lacking in antioxidants and it won"t count
towards your five-a-day target. I"d suggest eating a side salad or a piece of fruit too.” 6/10

Superdrug Slender Plan Chocolate and Hazelnut Meal Bar, £3.39 for three
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Per bar (65g): 250 cals, 15.7g protein, 26.7g carbs, 7.1g fat

“This is horrendous. it"s a dreadful habit to substitute a real lunch with a chocotate bar, even one
designed as a meal rapiacement. This contains hardly anything that"s any good for you. The carbs are
almost entirely calorie-dense sugars, meaning you get little food for your 250 calories. Thay"ll also upset
your bloed sugar and leave you hungry and grumpy. It contains vitamins, but they"re artificial and likely
to be poorly absorbed.”

2/10
Atkins Gourmet Salad: Prawns & Poached Salmon, £3.49
Per pack (252g): 297 cals, 25g protein, 5g carbs, 20g fat

*{"m not a fan of high-protein diets, but this is a pretty good lunch. it"lil fill you up, and because it’s low in
carbs, you won"t have any swings in blood sugar and mid-afternoon cravings. The egg is a perfect
protein, and the salmon provides essential fats. it"s relatively unprocessed and contains a good veg
portion, aithough salad leaves aren"t as rich in fibre and nutrients as other veg. I"d suggest having
crudites or, if youre not on Atkins, wholemeal crispbreads.” 8/10

Boots Shapers Roast Chicken Salad Sub Roll, £2.40
Per sandwich (190g) 302 cals, 20g protein, 47g carbs, 3.6g fat,

"This isn"t a great choice. It"s very hig_h in processed white carbs, like the refined flour, which are high
Gl and will upset blood sugar levels. There is protein from the chicken to balance this to soms extent,
but you will probably feel a bit hungry by the middle of the afternoon and tempted to snack. [t"s also
rather high in additives and low in nutrients." 4/10

Document SMIRR00020040926e09q0000s
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Features
3am: Survsillance

JESSICA CALLAN, EVA SIMPSON AND CAROLINE HEDLEY
52 words
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SAMANTHA Morton, left, dining in Gordon Ramsay"s restaurant at Claridges... Natalie imbruglia in the
Crussh juice bar, Mayfair... Sarah Lancashire in Tesco, Twickenham... James Nesbitt, dressed all in
denim, ordering cigarettes at the River Room bar of the Lowry Hotel, Manchastar...
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3am: Survaeillance

WITH JESSICA CALLAN, EVA SIMPSON AND CAROLINE HEDLEY
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NATALIE Imbruglia in Crussh juice bar, Mayfair... Hannah Spearitt at Selfridges, London... Michelle
Ryan, ieft, getting out of her boyfriend"s naw BMW in Chiswick High Street...
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JUICE bar Crussh has just launched a new energising summer smoothie. The Brazilian contains the
acai berry (said to control cholestrol, boost the immune system, protect the heart and prevent prostate
enlargement), pawpaw, banana, yoghurt and apple juice with a guarana booster. Crussh would like to
offer PS readers a free small Brazilian smoothie tomorrow when you buy a sandwich or wrap just take
this page with you to claim the free drink. To find your nearest store visit www.cr COm.

6 SEPTEMBER

CREATING Accessible Events is a oneday seminar highlighting new legal requirements coming into
force this October. The conference will look at ways of ensuring events are as accessible as possible,
no matter what a delegate’s disability might be. Aimed at both event organisers and event venues,
speakers include representatives from Tourism for All and Disability Rights Commission. Venue: Royal
College of Physicians, Regents Park, London. Fee: £225 (plus VAT). To book or to find out more visit

www.meetpie.com/ registration/disability. asp.
Document NS00000020040727e07r0000v
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The standard of food served at the BBC has received its share of negative press over the years - but
has it all changed now that the Beeb's staff have a swanky new restaurant?

No one can say it's been a quiet time at the BBC. There's been the very public row with the Government
over the Gilligan affair; the resignation of its much-loved director-gensral, Greg Dyke; the appointment of
a new DG, Mark Thompson; the Govarnment's ongoing review of its charter; and, last but not least, a
massive investment in its property portfolio, including a new staff restaurant,

The Beeb’s new staff eatery is called Network Cantrai and is situated in the White City complex in west
London, which houses most of the administration staff of the organisation. It opened just six months
ago, and its managers insist it's doing well. The redevelopment of the restaurant alone cost £5.2m - the
biggest chuni of a massive £250m project to renovate the BBC's headquarters - and its operator,
Compass, was central to the project, investing some cash, too.

Fitting, | suppose, that the world’s biggest caterer provides the food for one of the worid's biggest
broadcasters. However, Compass isn't directly employed b¥ the BBC,; instead, it is subcontracted to run
the catering by facilities management firm Land Securities Tritlium (LST).

In the recent past the whole of the BBC's estate, including its buildings outside London, has been taken
over by LST, and Compass has the contract to provide the catering. So far, only the contracts in London
and Scotland have been mabilised, but they alone total 17 sites with 38 catering outlets and a turnover
of £14m, The new Media Village at White City, which will be home to 8,000 BBC workers by September,
has a projected turnover of £4m a year.

The restaurant is {arge: it now caters for 750 covers compared with 400 before. it was designed by
architects Tilney Shane, who extended the previous restaurant into the courtyard area that runs through
the middle of the White City building.

The staff were consulted extensively on the redevelopment, and their feedback was considered when
the plans were drawn up. What they have now is massive choice and, according to Kate Lewis, catering
manager for Compass at the BBC, it is going down well.

The concepts at the new restaurant involve the usual Compass brands, but they have been given a twist
and combined with some new ideas,

"We easily have twice as many staff using the restaurant compared with before, but there are probably
twice as many staff on site now. But the feedback has been good. They genuinely like the food, the
service and the delivery,” claims Lewis. "it has stepped away from being a canteen and it now has more
of a restaurant/brasserie feel, Really, it is four different restaurants under one roof.”

As well as the more traditional counters, such as a pizza area, carvery and theatre-style cooking, the
restaurant includes new ideas such as Wild Greens, an upmarket salad bar, and Sandwich Central, a
gourmet sandwich bar.

Both concepts are housed in circular hubs. The Wild Greens idea has been developed from Compass
subsidiary Restaurant Associates' business in the USA and provides customers with a choice of salad
ingredients with whatever dressings they like, plus maybe grilled chicken, which the service staff cook in
front of the customer.

Your salad of choice is made up by the staff as you wait and is presented in a white bowl. It looks great,
and the customers love the theatre and the freshness of the greens, radicchio, rocket and other salad
varieties, says Lawis.

BBC chef Mark Gels, who was involved with the setting up of the restaurant, explains: "itis a
premium-style salad, but no one grumbies about the price [£4.40]."

Presentation was also important. "You eat with your eyes, so we decided to present salad ideas in great
presentation plates to entice the customer. That's why we used restaurant-style bowls for the salads
rather than traditional 10in white plates.”
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[f the customers want a more traditional salad bar, there are cheaper options in a self-serve salad area,
and customers can also grab ready-made sandwiches. However, if they are looking for something more
substantial, they can tuck in to the fresh filled ciabattas at Sandwich Central, which uses a wide range of
breads and fillings. At this hub, too, there is a US influence, as customers can order big, overfilled
sandwiches, US-style, packed with loads of shaved meat fillings - or more traditional offerings.

For ready-made fare, organic sandwiches and Fairtrade coffees and teas predominate, "The BBC
customers wanted them, There is a strong ethical conscience within the staff,” says Lewis.

Around the rest of the restaurant there is plenty of choice: there is a pizzeria baking fresh, thin-crust
Italian-style pizzas, and an ltalian service counter with fresh pasta dishes. Then there is a traditional
carvery serving daily roasts, which was a must, says Lewis.

"There is always a traditional contingent, and the carvery is one of the favourites. When we have roast
beef it just flies out of the door,” claims Lewis.

One area that has proved a real hit with the customers is the theatre-style cookery of the World Food
section, where chefs finish off Thai, Chinese and Indian dishes in front of the customers.

Tony Stephens, executive head chef at the BBC, says: "Thers's a lot of theatre, and that's great for the
chefs and the customers. As a chef you have to talk to the customer, and it teaches you to be a natural
salesman. You can't hide behind a wall any more, and the food is fresher, too."

“Our customer feedback shows the staff are keen on stir-fries and curries," agrees Lewis. There also a
vegetarian option, and a plated food section, including pies, beans and chips. "You always have to have
pies," she expiains.

Then there is a grill bar and an area where omelettes are made to order. The grifl bar cooks steaks,
chaps, and chicken served with grilled vegetables, such as courgettes, big beef tomatoes, mushrooms
and bell peppers.

Lewis claims she hasn't got it all her own way at the site, de:.ﬁpite it being a fair old piod to the alternative
temptations of Shepherd's Bush. The redevelopment of the Media Village includes retail outlets from
Starbucks, Tesco, the Post Office, Crussh and an Halian deli. A wine bar is soon to follow. "There is
planty of choice in the village. It is no way a done deal that the customers will choose us, but we are
doing well so far,” she says.

Other oppartunities also exist to push the customer spend outside normal hours. The open space
outsu[l-e - termed the Network by the BBC - has also allowed more impromptu catering opportunities,
says Lewis,

Bands are going to be playing in the open spaces and there will be a big screen put up for Euro 2004.
Compass will be trialling a barbecue area to complement the alfresco entertainment. n

*It has stepped away from being a canteen and it now has more of a restaurant/brasserie feel. Really, it
is four different restaurants under one roof”

Kate Lewis

Kate Lewis (above), Compass's catering manager at the BBC, oversees the new 750-seat restaurant at
the White City office building (right)

It's your BBC

The massive £250m project to radavelop the BBC headquarters and property portfolio at White City has
seen two new buildings built: the Broadcast Centre, home to the tachnical production staff, and the
Media Centrs, where the top brass are iocated.

The White City office building remains a testament to the past, although it, too, is having a makeover. It
also houses the new staff restaurant, which was a central part of the BBC's plan to redevelop the site.

The Beeb's partner in all this is Land Securities Trillium (LST), the facilities management company. it
now owns the land and has provided financial backing for the project. The BBC pays rent for the space
and an annual charge for delivery of services and facilities.

The buildings have been designed to promote a "media village” atmesphere and a new, open BBC, but
the principle behind the design is more serious than just being “media” and slightly wacky. "We are
trying to create a community and a village here. It has a social heart as well as providing essential
service facilities,” says Les O'Gorman, general manager at LST.
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He adds that the idea is rooted in commercial reality. The restaurant area, which has to be big to cater
for the 6,500 people that will be on site from September, must be used for more than just mealtimes to
ensure it pays its way.

So the space has been opened up to give it a business lounge feel. Laptop ports have been put in, so
people can check their e-mail or do some work during coffee breaks, and the more relaxed and open
areas can be used for impromptu meetings and creative sessions.

This is the same in the new Broadcast Centre, which has a café where lunch can be taken and
restricted hot options are available. Both the new buildings and the spaces around them have been
designed to be eco-friendly and can be personalised by the staff. Each level has four social hubs, which
the divisions can theme themseives, and include such items as plasma TVs, table football and ping
pong equipment.

A major beneficiary of all this has been the BBC's image as a leading corporate employer. It's a tough
business attracting and keaping the best talent in the country, and trading on its image alone is no
longer enough: the facilities and workplace environment has to offer more as weil.

So far it is going well, says O'Gorman, and the catering is receiving good fesdback, too, which he says
is quite impressive considering the pain the BBC's employees went through while the restaurant was
being rebuilt - among all the dust and noise of being in the middle of a building site, the staff had to put
up with their restaurant being temporarily located in a giant marquee.

"You eat with your eyes... that's why we used restaurant-style bowls for the salads rather than traditional
10in white plates”

Mark Geis

;‘opl: Les O’Gorman, general manager with Land Securities Trillium, which owns the land and provides
acilities

Gg%ve: The Wild Greens salad bar hub came from a concept developed by Restaurant Associates in the

Left: BBC chef Mark Geis

Tony Stephens, executive head chef at the BBC, is a big fan of theatre-style cooking, for the freshness
of the food and the selling skills gained by his chefs

What's on offer

Network Central - the Media Village Restaurant
Opening hours

8am to 11am

Noon to 2.15pm

Coffes Bar

Fresh hean-to-cup coffee, sandwiches and pastries
8.30am to 4.30pm

Also available in the Media Village

Grab and Go

8am to 7.30pm, seven days a week

Broadcast Café (in the Broadcast Centre)

7.30am to 10.30pm, moving to 24-hour service this summer

Sampie menus from Network Central
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Italian (£2.95)
n Fresh pizzas

n Linguine carbonara and garlic bread

n Penne with roasted vegetable and goats' cheese sauce with garlic bread

World Food (£3.60)

n Thai green chicken curry with fragrant jasmine rice

n Pappered Chinese beef with egg fried rice

Traditional (£2.95)

n Traditional cottage pie

n Steak and ale casserole with dumplings

n Roast leg of lamb served with a mint and apricot jus
Simply Potato - freshly baked jacket potato with filling (£2.55)
n Beef chilli with sour cream

n Spiced lentil and vegetable tagine

Firehouse Grill

n Chargrilled salmon fillet with {ime and caper sauce, £3.85
n Peppered steak with sauce béarnaise, £3.75

Wild Greens - salad prepared by the chef (£4.40)

n Griddled portobello mushroom, goats’ cheese and basil stack upon freshly tossed salad

n Barbecued chicken breast upon freshly tossed salad

Sandwich Central - fresh sandwiches made to order with a varlety of breads and fillings

n Roasted vegetable and mushroom ciabatta, £3.25
n Bacon, Brie, lettuce and tomato ciabatta, £2.60
n Simply vegetarian wrap, £1.85

Document CATHOT0020040602¢0630000a
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The new Jubilee Place shopping mall at Canary Wharf in London's Docklands is more than 50 per cent
let a year ahead of completion.

In recent weeks, another 15 retailers have signed up for space in the 8,315 sq m mall. The lettings
foliow Marks & Spencer's decision to take a foodstore in the mall, which lies to the south of the existing
Canary Wharf estate close to Canary Wharf underground station.

Boots The Chemists is to take a 505 sq m unit on ground and mezzanine levels.
In addition to the standard offer, the store will be providing a range of health and beauty services.

French Connection will be relocating within Canary Wharf into a 585 sq m unit, whife fashion retailer
Choice is to take 240 sq m.

The new mall will also feature a strong catering offer to serve Canary Wharf's substantial working
population, which is now heading towards 30,000 people.

Bagel Factory, Birleys, Cafe Brera, Crussh, Itsu, Jashan, Pizza Express and Pret A Manger have al!
signed up for catering space.

Camille Waxer, vice-president of retall at Canary Wharf, said: "Given that Jubilee Place will be opening
in Sleptember 2003, we have been extremely pleased with the level of demand from retailers at this
early stage.”

When Jubilee Place opens, the Canary Wharf area will have more than 60,000 sq m of retail space
spread across more than 200 units.

Document retwee0020020813dy89000mj
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Squashes, crushes, smoothies - the juice sector keeps coming up with ways to attract new markets.
Amanda Marcus gets fruity

AS THE nation continues its quest for healthier, more natural drinks, the main winners, apart from
water, are juice and juice drinks. Britvic estimates that consumption of juice drinks in the leisure and
catering sector grew by 10% in value and by 7% in volume last year, a trend which is "undoubtedly set
to continue”, according to its latest Soft Drinks Report.

"The rise in popularity of juice bars such as Crussh, Jus Caf® and many others can leave no doubt that
the fresh juice market is evolving into the biggest thing to hit the catering industry since the coffse bar
baoom of the 1990s,” says Richard Gilbert, managing director of Gilberts Food Equipment, which imports
Zumex juicing machines from Spain.

He goes on: "if's not so long ago that it was impossible to get a decent cappuccino or espresso in the
UK, unless you were in an Italian restaurant. Now, almost every bar and restaurant has a good-looking
coffee machine, and customers are impressed by the theatre of watching the coffee being produced
fresh on site. The same can be said for producing freshly prepared juice on the premises.”

Gilbert points out the benefits of squeezing on site. "Many of the vitamins within the fruit are lost within
a short time of juicing,” he says, "so squeezing in front of the customer is not just theatrical but alsc the
only way to ensure that the nutrient content remains high.” It's also likely to be more cost-effective than
buying in bottled juice, offers greater flexibility and, says Gilbert, it's not unusual to achieve a mark-up
waell in excess of 500% on cost.

Where frash-squeezing is not possible or desirable, the next best thing is bottled or packaged fresh
juices, and companies offering these are proliferating. Demand for high-quality pure Juices in .
single-serve packs is growing, and several companies are launching offers specifically inta food service

as a result.

According to supplier Cawston, orange juice is still the most popular flavour, with apple juice next. It has
launched a range of pure fruit juices, aimed specifically at the food service market, which are
additive-free but pasteurised for longer shelf life. Varieties include apple, apple and cherry, and apple
and cranberry in individual portions.

Juice4U was faunched in June 2000 and claims to bs selling 7,000 litres of juice a week, with orange
juice its biggest seller to the hotel and breakfast market. According to the company, fresh,
non-pasteurised juice sales are growing by 20% a year.

Whereas fresh orange juice remains by far the most popular, today's consumers are now demanding
somathing exira, with blends such as peach and orange or appie and cranberry, Exotic ingredients such
as ffgiqgelr(,' tg;'inseng or schisandra are also becoming popular, acting as natural stimulants to replace the
caffeine kick.

Lawrence Mallinson, ownar-director of James White Drinks, says that contract caterers are beginning to
offer customers organic ranges in response to a niche but growing demand which is mainly "young and
urban®. His company first launched a range of organic juices to complement its premium classic juices
four years ago, mainly aimed at fine-food outlets, farm shops and delicatessens, but the bottles are now
moving into contract sites.

The Iatest addition is Apple and Crushed Ginger. "A short shelf life can discourage people from
stocking products for a niche market,” Mallinson says, "but ours are packed in bottles which can keep
for months, despite the fact they contain no preservatives.”

fRDA is another organic juice provider, currently offering three flavours but promising many more in the
uture.

Cranberry brand Ocean Spray is launching a 250ml can and a bar dispense system. "With cranberry
juice consumption at an ali-time high in the UK, this launch is our response to the growth in demand for
cranbeny drinks across all trade sectors,” says general manager Sarah Johnson,

Take-away vitamins
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As the grab-and-go market continues to increase, hand-held fruit juices are growing with it.

Thejuicecompany's ready-to-drink Smoothiepack range can be stored for six months, thanks to new
packaging in cartons aimed at the grab-and-go sector.

Johnson's launches Smoothease this month, this being a new range of pure fruit and yogurt smoothies
in six flavours, including Strawberry, Banana, Apple & Orangse and Vanilla & Honey.

And Innacent is launching a new range of pure fruit juices this month, said to be lighter and more
thirst-quenching than its traditional smoothies. Lucy Ede, the "head fruitologist” at innocent, says that
there was an obvious gap in the market for a range of premium fresh juices, and Innocent believes
people will pay more for good-quality juices If the benefits are communicated to them. Ede says. "This
market is small and quite niche at the moment, as it was with our smoothies, but we believe that there is
long-term growth potential as people start to enjoy the benefits of fresh juices rather than concentrated
or long-life drinks.”

For kids, Fruit Shoot has been very successful, according to Clare Starling, marketing manager at
Wimpy International, who says that, with increasing demand for resealable packs for drinking on the
move, consumers are moving increasingly to packaged drinks.

Squeeze yourself

Gilberts Food Equipment has launched in the UK the latest Zumex fresh orange juice machine, capable
of producing 120 litres per hour. The Zumex Self Service is aimed at sites with high throughput. With a
simple-to-operate lever connected to a non-drip tap, customers can serve themselves. The machine
feetl!sdip or\%\g_es from a hopper, slicing each in half and squeezing out 98% of the juice. Price is #3,900
excluding .

Johny automatic orange squeezers - distributed in the UK by Gilberts - are suitable for oran?e,
grapefruit, lemon or lime or cocktail mixers, and need threa oranges to produce haff-a-pint of fresh juice.
They are available in eight colours, in automatic and non-automatic models, at prices from #350
exciuding VAT and #220, respectively.

A final word

While water and juice are this year's success stories, the water sactor is still less than half the size of
the cola market (Britvic Soft Drinks Report) and many of the most popular new soft drinks are currently
holding only a fraction of the market. They are growing in parallel to the dominant brands rather than
cannibalising them. Clearly, the trend towards functional, healthier drinks locks set to continue as the
soft drinks market expands, and competition will be intense. For the consumer, it should mean being
spoilt for choice.

Leisure and catering: the leaders

Beverage Volume % share % change

(million litres)

Cola 854 31 +3
Water 689 25 +6
Fruit juice 388 14 +4
Flavoured carbonates 373 14 +2
Lemonade 216 8 -1
Dilutables 33 1 0
Mixers 45 2 -2
Juice drinks 92 3 +7
Energy 29 1 +7
Total soft drinks 2,725 100 +4

Source: Synesis/Britvic Soft Drinks Report 2002

Beverages: the market
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Consumer group % hot % soft % cold

All consumers 57 26 17
Kids 16 63 22
Youth 41 41 19
Adult 67 17 16

Source: Family Food Panel/Britvic Soft Drinks Report 2002

the Johny juicer

Richard Gilbert.
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Cast out all those dull slimming books, says Caroline Stacey. Instead, why not make a resolution this
year to add more fruit and vegetables

Rose is the owner of nine Luscious cafes in Holmes Place gyms around London, and two just-opened
Luscious Organic convenience stores and juice bars in Kensington and Fulham. The Luscious approach
takes the mumbo jumbo out of juicing. Although freshly squeezed juice is nothing new - to sae how the
West didn't invent it, try the freshly squeezed oranges at Gifto's Lahore Karahi in Southall - the
liquid-veg vanguard in this country until fairly recently erred on the side of health-nuttery. Hardcore
juicing promised rejuvenation, longevity and recovery from terminal iliness.

But even titles such as The Joy of Juicing, Dr Jensen's Juicing Therapy, and The Juice Lady’s Juicing
for High-Level Wellness and Vibrant Good Looks aren't selling us a wonder product, but providing a
guide to something that's incredibly simple to do: adding fruit and vegetables to our diets. Juicing just
takes the peeling, chopping and chomping out of eating it.

When Nige! Slater's book on juicing comes out in the spring, the pleasure principle will have overtaken
juicing's penance persuasion.

in the Innocent Little Baok of Drinks, the funkiest juicing and blending handbook so far (published by
Fourth Estate, #12,99, later this month) there's not one mention of wheatgrass, echinacea or spirulina.
From the people who've made their name synonymous with deliciously fruity smoothies - blends of the
best-tasting crushed and freshly squeezed fruit, such as Alphonso mangoes from [ndia - the book shows
that healthy drinks needn't be worthy, and can even include alcohol.

This spring they're adding a vegetable juice to their randge. "Eat more fruit and vag is the rallying crg of
the company,” says Richard Reed, one of the four friends who founded Innocent three years ago after
converting #500 worth of fruit into smoothies at a music festival.

“Buy a #15 blender and get on with it. It's incredibly simgle and a great way to make things that taste
great,” says Reed, at the risk of doing himself out of a job. Unlikely, though. Innocent drinks are stocked
in sandwich bars, cafes and supermarkets. If it were a breeze sticking to juicing at home, the natty little
botties wouldn't be jJumping off the shelves faster than you can say "squashed banana”,

Getting started, staying with it

HEALTH AND nutrition author Michael van Straten has been juicing since the 1960s, when he started
out in naturopathic medicine, and Superjuice (published by Mitchell Beazley) is by far the most
successful baok I've ever written”, he says.

His own favourite for a quick breakfast is apple, carrot and celery, although in summer he'll take
advantage of soft fruit like blueberries, and add mango and pawpaw.

Carrots and celery apart, other vegetables from which he suggests extracting juice and combining to
detoxify include parsnips, sweet potato, turnips, swede, watercress {very peppery tasting and a powerful
antioxidant), parsley, garlic; radishes - containing mustard oils, which stimulate the liver - and spinach,
which replaces B vitamins and folic acid. When you can find ripe tomatoes, six of them, plus celery,
carrot and watercress will give you a source of nutrients that you wouldn't otherwise get unless you eat
a very, very heaithy diet, he says.

Michael van Straten's golden rule: never, ever put your juicer in a cupboard. To keep a steady supply of
vegetables at home, have an organic veg box delivered.

"Paople get excited for the first waek," says Alison Rose. So that your enthusiasm doesn't flag after
that, her advice is to plan the first four weeks carefully, drawing up a menu of the different juices you'd
like to try, and shop accordingly for the ingredients, Keep slaking your curiosity with new tastes and at
the end of the triat period, you'll know what you enjoy best and what to keep in stock. Always have
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carrots and apples to hand.

Rose always starts the day with a juice, and recommends having another after lunch, with ginger, chilii
or fruit, for a mid-afternoon boost instead of a biscuit. The well organised can make one at home to take
to work in a Thermos. Or buy an innocent smoothie.

Experiment with herbs, urges Rose. Coriander is great in vegetabls juices. Buy bunches of mint and
Parsley - preferably not in over-priced supermarket packets - and freeze them, When you add some, still
rozen, to a juice, it cools it too.

Juice on the loose

THE LUSCIOUS Organic corner stores in Kensington High Street and Futham Broadway have juice
bars attached. Not only can you choose the fruit and veg you fancy and have them juiced there to drink,
they'll make up a litre bottle to be taken home. Celery with orange and cucumber and carrot are two
simple combinations recommanded by owner Alison Rosas for their cleansing effect and refreshing taste.

Planet Organic supsrmarket in wast London had London's first juice bar, and at its branch off
Tottenham Court Road, they manage to get through 20 kilos of organic carrots a day, washed in purified
wa:ter. That's even though tha popular detox contains no carrots, only apple, lemon, cucumber and
celery.

At the two branches of Fluid, in Notting Hill and Fulham Road, and its relative the Vogue Cafe in
Hanover Squars, variations include apple, ginger and lime; apple, cucumber, mint and celery; carrot
beetroot, celery and ginger. On King's Road, the Bluebird Foodstore and Cafe's H20 Bar is dedicating
January to fruit, herb and vegetable cocktails and offering a 399 emergency pick-me-up of apple, ginger,
passion fruit, kiwi, honey and echinacea.

Between Christmas and New Year there were more people in the nail salon across the mall than
picking up a cup of low calorie, fat-free, nutrient-packed just-juiced fruit and veg at Crussh in Canary
Wharf, But the superjuice of beetroot, spinach, carrot and cucumber, thick and brown with orange foam
on top, has always done me a power of good. The less hardcore apple, orange, pineapple and ginger
zinger or allegedly purifying raspberry, strawberry (frozen berries at this time of year), carrot, apple,
ginger and celery combine virtue with fruity appeal. There are nine Crussh juice bars in London, with
suppasedly another 20 opening by the end of next year.

Elsewhere
Earth, 16-20 Turner Street, Northern Quarter, Manchester (0161-834 1996).
Battery Park, 615a Wilbraham Road, Chorlton, Manchester (0161-860 0754).

glsij))rganic. 7 William Street, Edinburgh (0131-226 2444) and 15 Bread Street, Edinburgh (0131-228

Recipes

Salsa crush

1 red, green or yellow pepper, deseeded and chopped
1 cm chilli

1 lemon, peeled

3 chopped tomatoes

{From The Luscious Low-Fat Cookbook Alison Rose & Tony Guy, published by Vermilion, #10.99)
Apple, banana, pineapple and lemon

1 apple (preferably Russet)

1 lemon

1 banana

1/4 pineapple
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Cut the apple into wedges and put them through the juicer. Pour the juice into the blender. Squeeze the
lemon; pour the juice into the blender, adding the banana. Skin the pineapple and slice the flesh into the
blender. Whizz until smooth. Serve over ice.

(From the Innocent Little Book of Drinks). To order the "Innocent Little Book of Orinks' at the special
price of #11.99 (postage &packing free), call 0870-900 2050 quoting reference 428

Get your kit out

ALTHOUGH IT takes only a biender to make fruit smoothies, tougher veg need a juicer, sometimes
available as a food-processor attachment. John Lewis's most popular juicer is the Magimix Le Duo in
white for #99.50, or in chrome for #119.

One of the cheapest is the Braun MP75 juicer and pulp extractor, for about #34.50. The guys at
Innocent swear by their Kenwood JES50, about #30. These models are centrifugal; the grater spins
round, chomping through the fruit and forcing the juice through the holes, lsaving the pulp, seeds and
skin behind. The masticating juicers munch up the fruit and veg before squeezing it through mesh to
provide more juice.

But, Alison Rose warns: “Juicing means a lot of cleaning. Choose a model with as few moveabie parts
as possible.” A toothbrush is ideal for cleaning a juice machine, Descale with citric acid once a month.

The best compromise juicer found by the alternative health expert Michael van Straten is the
Superijuicer, a centrifugal model that throws out the pulp. it's #150. Unless a juicer will tackle citrus fruit,
you'll need a squeezer. A blender is vital for whizzing up fruit. Innocent recommend the Russell Hobbs
3901, for about #50.
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Revolution

TRAILBLAZER - Liquid Lunch.

By AMANDA NOTTAGE.
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Reutars has started serving freshly squaezed juice along with the news in a specially designed
‘information lab', where business users and membaers of the public can catch up with the headlines.
Amanda Nottage speaks to Amanda West, Reuters' director of marketing communication,

Back in the good old days, journalists in Fieet Street had a reputation for spending more time nursing a
whisky glass than tapping on their typewriters. Then, slowly, nearly all the publishers moved away, to be
replaced by financial institutions and big banks.

But one remained, and it's encouraging people to mix their drinks with their news again. Before you
start rushing for the optics, remember that times have changed. Bye bye Stolly, hello smoothie. Reuters,
the 150 year old bastian of financial information and global news reporting, has started serving
berry-blasts with its bulletins.

In an annex of its head office - ironically, in what used to be an old NatWest bank - it has opened
Rauters Refresh, a juice bar and 'information lab’ designed specifically for business professionals,
although the odd member of the pubiic is expected to creep in, too. i{'s supported by partnerships with
Compagq for the technology in the information lab, and juice retailer Crussh. The surroundings are a
strange mix and designed to reflact Reuters itself: dark wooden desks point to its solid, established
brand, and modern steel and chrome illustrate what it sees as its cutting-adge service.

Above the juice bar itseif is a long 'travellator’ screen with a live feed of news, the latest from the
financial markets and pictures, while to the side of the bar there is a tall, rolling ‘waterfall' screen which
highlights famous pictures and images of events snapped by Reuters.

‘It's not just financial information. Many of our customers love sport just as much,’ explains Amanda
West, director of marketing communications at Reutars. ‘It's really aimed at corporate customers and
financial professionals and gives them a feeling that they are in the middle of cur news operations.'

Business customers have free smartcards that enable them to access Reuters’ 3000 Xtra service, in
addition to the internet, through the specially designed portal. Members of the public can also purchase
the cards for 20 minutes of internet access at a time, while slurping down frashly squeezed juice and
choosing from a selection of edible goodies.

Acrass the pond, financial institutions such as ING Barings and Credit Suisse First Boston have already
opened consumer venues, With the usual array of Starbucks and Costas littered across the street, the
decision to open a juice bar, which will serve soup in the winter, was seen as a strategic move.

'We wanted to try and do something different and refiect Reuters as innovative, and juice bars are still a
relatively novel thing here,’ says West.

Whether others will join this bar remains to be seen. 'We have recently opened an office in Times ]
Sguare and there is some retail space in there,' she says. 'lIf we wsre going to go elsewhere in the UK, it
would have to be Canary Wharf in terms of concentration of customers.’

Reuters is using its sales force to distribute cards to business customers, with direct mail and guerilia
marketing to follow, and the bar is also being hired out as a private venue. ‘As we're not running it to
make money, the idea is to demonstrate to corporate customers and to the public the best of Reuters
and our content and give them a very different experience,’ adds West, 'l think it illustrates that the
corporation is a human thing.’.
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Reuters opened its first Reuters Refrash internet cafe this week in London's Fleet Street. Promoted as
an ‘information lab and juice bar', Reuters Refresh offers internet access through Compag terminals and

freshly squeszed juice and food through retailer Crussh. Customers can also use smart cards to access
real-time financial information and analytics from Reuters’ 3000 Xtra service.
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Bitter harvest.

4,562 words
26 March 2001
The Guardian
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{c) 2001

Farming lies at the very core of our British identity. It is what defines us. But in recent years BSE, swine
fever and now foot and mouth have brought an industry already in deep financial crisis to its knees.
Andrew O'Hagan's four-part investigation into the decline of the British countryside begins in rural
Suffolk ... and Sainsbury's

British farming hanged itself on the expectation of plenty. One day, not long ago, | was in the
Sainsbury's superstore on the Cromwell Road in London. Three of the company’s top brass ushered me
down the alsles, pointing here, gasping there, each of them in something of a swoon at the heavenliness
on offer. ‘People want to be interested,” said Alison Austin, a technical adviser. "You've just got to
capture their imagination.' We were standing by the sandwiches and the takeaway hot foods lined up in
front of the whooshing doors. Alison swept her hand over the colourful bazaar of sandwich choices.
“This is a range called Be Good to Yourself,” she said, ‘with frash, healthy fillings, and here we have the
more gourmet range, Taste the Difference. We have a policy of using British produce where we can.
With carrots, for example, we want to provide economic profitability to the farmer, using the short carrots
for one line of producs, and the bigger ones for another.’

The Cromwell Road branch of Sainsbury's is what they call a *flagship store'. itis notonly a giant
emparium; it is also grander than any other store in the chain, selling more champagne, fresh fish,
organic meat and Special Selection food. Six varieties of caviar are available all year round.

*People are gaining more confldence in sushi,' said Peter Morrison, manager, trading division. "We
have joined forces with very credible traders such as Yo! Sushi, and we aim to educate customers by
bringing them hers.' Alison handed me a cup of liquid grass from Crussh, the fresh juice bar. There was
something unusually potent about that aftemoon the thoughts in my head as | tilted the cup and for a
moment ths whole supermarket seemed to spin around me, People wandered by. The place was a
madhouse of bleeping barcodes. ‘How do you like it?’ ane of them asked. | gulped it down and focused
my eyes. 'it tastes like an English field,' | said.

The store manager guided me to the cut flowers. "We are the UK's largest flower sellers,’ he told me.
‘The biggest year-on-year increase of any product in the store is in flowers.' The bunches before me
were a far cry from the sad carnations and petrol-station bouquets that now lie about the country as
tributes to the suddenly dead. The ones he showed me had a very smart, sculptural appearance, and
they sold for #25 a pop. "We have 40 kinds of apple,' Alison said, "and again, we take the crop, the
smaller ones being more for the economy bags."

*Someone came in on Christmas Eve and asked for banana leaves,' the keen young product manager
over in fruit and vegetables told me, "and you know something? We had them.’

You would have to say that Sainsbury's is amazing. it has everything 50 kinds of tea, 400 kinds of
bread, kosher chicken schnitzels, Cornish pilchards and everywhere | turned that day there was some
bambaozling slixir of the notion of plenty. Their own-brand products are made to high standards: the
fresh meat, for example, is subject to much higher vigilance over date and provenance than any meat in
Europe. "Some things take a whils,’ Pster Morrison said. “You can put something out and it won't work.
Then you have to think again, about how to market it, how to package it, where to place it, and six
months [ater you'll try again and it might work.'

Wa stopped baside the yoghurts. "Now this,’ he said, picking up a tub of Devon yoghurt, “is made ata
place called Stapleton Farm, We got wind of how good it was: a tiny operation, we went down there, we

ot some technical advisers involved, and now loak, it's brilliant!’ | tasted some of the Stapleton {oghurt.
t was much better than the liquid Srass. ‘It's about the rural business growing,' Peter said. "Real food is
what people want. This couple in Devon’ he gestured to the yoghurt pots “started from virtually nowhere.
Of course, they were nervous at first about working with such a major retailer. But these people are the
new kind of producer.’

Passing the condiments alsle | saw an 0ld man standing in front of the Oxo cubes. He looked a bit
shaky. His lips were moving and he had one of the foil-wrapped Oxo cubes in the palm of his hand.
*Peaple go to Tuscany,’ Alison was saying, ‘and they eat Parma ham and they come back here and
they want it all the time. So we go out and find the best.’ You are always alone with the oddness of
madern consumption. Watking under the white lights of Sainsbury's, you find out just who you are. The
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raams of cartons, the pyramids of tins: there they stand on the milas of shelves, the story of how we live
now. Cereal boxes look out at you with their breakfast-ready smiles, containing flakes of bran, handfuls
of oats, which come from fields mentioned in the Domesday Book. And here you are in the year 2001
choosing. We went over to the aisle with the cooking oils and Alison did one of her long arm-flourishes:
‘When | was a child,’ she said, ‘'my mother used a bottle of prescription oliva oil to clean the salad bowl.
Now look! A line of tank-green bottles stretched into the distance. "Choice! she said.

Supermarket people like to use certain words. When you are with them in the fruit department, they all
say “fresh’ and “juicy’ and ‘varie!’/‘ and "good farming practices'. (Or, as head office puts it, ‘in 1992
Sainsbury developed a protocol for growing crops under integrated Crop Management System
principles. Following these principles can result in reduced usage of pesticides by combining mare
traditional aspacts of agriculture and new technologies.’) In the meat department there is much taik of
“friendly’, ‘animal well-being’, "humane’, ‘safe’, "high standards' and "provenance’. The executives spent
their time with me highlighting what they see as the strength of the partnerships with British farming
which keep everyone happy. ' The consumer is what matters,' said Alison, ‘and we believe in strong,
creative, ethical retailing.'

Down at the front of the store again | put one of the gourmet sandwiches on a table and opened it up.
The bread was grainy. The lettuce was pale green and fresh. Pieces of chicken and strips of pepper
were neatly set out on a thin layer of butter. The open sandwich was a tableau of unwritten biographies:
grains and vegetables and meat were glistening there, uncontroversially, their stories of aconomic life
and farming history and current disaster safely behind them.

When | was a boy we had a painting above the phone table. It was the only real painting in the house,
and it showed a wide field in the evening with a farm at the far end. The farmhouse had a light in one of
the windows. The painting had been a wedding present, and my mother thought it was a bit dour and
dirty-looking, so she did the frame up with some white gloss, which flaked over the years. | used to lie on
the hall carpat and look at the picture of the farm for ages; the field was golden enough to run through
and get lost in, and the brown daubs of farmhouse were enough to send me into a swoon of
God-knows-what, | suppose it was all part of a general childhcod boredom, and it meant nothing, but it
seemed very heightening at the time, The painting raised my feelings up on stilts, and made me imagine
myssilf to be part of an older world, where people lived and worked in a state of sentimental peace. All
rat, of course. But lovely rot. Sometimes | would come downstairs in the night and shine my torch on the

painting.

At one time it ssemed as if all the farms around our way had been abandoned or pulled down to make
room for housing. Past railway lines and beyond the diminishing fields we would find oid, dilapidated
Ayrshire farmhouses with rusted tractors and old wooden drinking troughs lying about in the yard, and
we wouid play in them for half the summer. Cranberry Moss Farm, McLaughlin's Farm on Byrehill,
Ashgrove Farm, the Old Mains nowadays they are all buried under concrete, except for the farm at
Toddhill, which became a home for the mentally handicapped. In my youth they had been like haunted
houses. There were echoes in the barns,

Those farms seemed as remote from the daig' reality of our lives as the one in the wedding picture. We
would never live there: computer factories and industrial cleaners would soon replace them as providers
of {obs. and it was these new places, in our Ayrshire, that spoke of the lives we were supposed one day
to live. We took it for granted much too early, as it turned out that farming was a thing of the past, a thing
peopla did be fore they were sophisticated like us. We never considered the stuff on our plates; we
thought the school milk came on a lorry from London, Never for a second did my friends and 1 think of
ourselves as coming from a rural community; like all British suburban kids, we lived as dark, twinklin%
falltzut lfroré! a big city, in our case Glasgow; and we thought carports and breezeblocks were part of the
naturai order,

But, of course, there was plenty of agriculture. It surrounded us. The farms had just been pushed out a
wee bit and wee could seem larger than it was, at least for us, shocked by the whiteness of our new
buildings Into thinking a thatched roof was the height of exotic. Everything changed for me with the
discovery of Robert Burns: those torn-up fields out there were his fields, those bulldozed farms as old as
his words, both old and new to me then, Burns was ever a slave to the farming business: he is the
patron saint of struggling farmers and poor soil. But in actual fact, despite our thoughts and our recovery
from our thoughts, in the early 70s British farming was in a pretty good state, JGS and Frances
Donaldson’s Farming in Britain Today, published around this time, just before Britain's entry into the
Common Market, expressed the view that a beautiful balance had been struck.

Today, agriculture is one of Britain's most efficient industries. It has a controfled growth of 3.5% a year,
and in the tast 10 years its labour productivity has increased at twice the rate for industry as a whole. it
supplies a rroximately 50% of the nation's food. Travelling through England today with its trim hedges,
arable and lsy farming, highly capitalised and intensively used bulldings, it is hard to imagine the
broken-backed appearance of yesterday.

‘Yesterday' meant the 20s and 30s. But now, as | write, the situation of farming in this country is
pemaﬁs worse than it has ever been, and the countryside itself is dying. We are at a stage where it is
difficuit to imagine British farming surviving in any of its traditional forms; and for millions living on these
islands, a long-term crisis has been turning into a terminal disaster.
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Thres years ago, agriculture contributed #6.9bn to the British economy, around 1% of the gross
domsstic product. It represented 5.3% of the value of UK exports. The figure for 1999 was #1.8bn. The
total area of agricultural land is 18.6 million hectares, 76% of the entire land surface. According to an
agricultural census in June 19899, there has been a decrease of 5.3% in the area given over to crops, as
aresult of a decrease in cereals and an increase in set-aside. According to a recent report from the
Ministry of Agriculture, Fisheries and Food (Maff), the 1999 figures show a drop in the labour force of
3.6%, the largest decrease in a dozen years. "These results,’ the report continues, "are not unexpected
given the financial pressures experiencad by most sectars of the industry over the last few years.'

Farmers' income fell by over 60% between 1995 and 1999. Despits increases in production, earnings
were lowsr in 1999 by #518m. The value of wheat fell by 6.5%, and barley by 5.4%. Pigs were #39m
down on 1998, and lambs #126m down; the value of poultry meat fell by #100m, or 7.4%; the value of
milk fell by #45m; and the value of eggs by 10%, or #40m. A giant profit gap has opened up throughout
the industry: rape seed, for example, which costs #200 a ton to producs, is selling for #170 per ton
(including the government subsidy); a savoy cabbage, costing 13p to producs, is sold by the farmer for
11 pance, and by the supermarkets for 47p.

Hili farmars earned less than #8,000 a year on average in 1998-99 (and 60% of that came to them in
subsidies), but late [ast year, when | first started talking to farmers, many were making nothing at all,
and most were heavily in debt to the bank. A suicide helpline was set up and the Royal College of
Psychialrists expressed concern at the increased number of suicides among hill farmers in particular, A
spokesman for Maff said that agriculture was costing every British taxpayer #4 a week. After Germany
and France, the UK makes the largest annual contribution to the Common Agricultural Policy, and yet,
even before the great rise in the strength of the pound, British farmers' production costs were higher
than anywhere else in the EU, to a large extant because of the troubles of recent years.

*Everything is a nightmare,’ one fammer told me. ‘There are costs everywhere, and even the subsidy is
spent long before you receive it. We are all In hock to the banks and they say we are overmanned, but
we don't have anybody here, just us, and children maybe, and an ab solute fucking nightmare from top
to bottom.' The strong pound, the payment of subsidy cheques in euros, the BSE crisis, swine fever, and
now foot and mouth disease, together with overproduction in the rest of the world's markets these are
the reasons for the worsened situation, But they are not the cause of the longer-term crisis in British
farming: local overproduction is behind that, and it is behind the destruction of the countryside, too. For
all the savage reductions of racent times, farming still employs too many and produces too much: even
before the end of February, when diseased livestock burned on funeral pyres 130ft high, some farmers
wer:( killing their own livestock for want of a profit, or to save the fuel costs incurred in taking them to
market.

[n Britain nowadays most farmers are given aid a great deal of aid, but too littie to save them in order to
produce food nobody wants to buy. The way livestock subsidies work per animal means that there is an
incentive for farmers to increase flocks and herds rather than improve the marketing of what they have
got. As things are, subsidies save some farmers, but they are a useless way to shore up an ailing
industry, except perhaps in wartime.

The evidence of what is wrong is out in the British fand itself. Farming more even than coal, more than
ships, steel, or Posh and Becks is at the centre of who British peaple think they are. It has a heady,
long-standing, romantic and sworn place in the cultural imagination: the death of farming will not be an
easy one in the green and pleasant land.

Rain was running down Nelison’s Column and Trafalgar Square was awash with visitors inspecting the
lions. An American woman stepping into the National Gallery was worried about her camera lens. "This
British weather will be the end of us,’ she said, as her husband shook out the umbrellas. In the Sackler
Room Room 34 children with identical haircuts sat down on the wooden floor; they stared at the British
weather of long ago, spread in oils with palette knives, and they, too, asked why it was alwa&s so fu:
and so cloudy. One group sat around Turner's Rain, Steam and Speed The Great Western Railway. The
instructor encouraged them to express something about the atmosphere of the picture. ‘Does it make
you shiver?' she said. "It's like outside,’ one of the children replied. But most of them were interested in
the hare running ahead of the train. "Will it die?' one of them asked. "Where is it running to?'

The future. You feel the force of change in some of these weathery British pictures. Over the last few
months | kept coming back to this room, and sitting here, further up from the Turners, looking at
Constable's The Comfield. We see an English country lane at harvest time where nothing is unusual,
but everything is spectacular. Corn spills down an embankment, going to grass and femns, going to
pepper saxifrage or hog's fennel, dandelion and corn poppy, down to a stream. Giant trees reach up to
the dark, gathering clouds. At their foot, a small boy lies flat on his front drinking from the stream. He
waears a red waistcoat and has a tear in the left leg of his trousers. A dog with a marked shadow locks
up and past him with its pink tongue out. The sheep in front of the dog are making for a broken gate that
opens on to the cornfleld. A plough is stowed in a ditch; the farmer advances from the field; and in the
distance, which stretches for miles, you see people already at work.

The picture has philosophical currency: People will still say it is an important part of what is meant by
the term "British' or, at any rate, "English’. This is the country delegates sing about at the party
conferences, the one depicted in heritage brochures and on biscuit tins, the corner that lives in the
sentiments of war poelry, an image at the heart of Britain's view of itseif. But here’s the shock: it no
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longer exists. Everything in Constable’s picture is a small ghost still haunting the national
consciousness. The corn poppy has pretty much gons, and so have the workers. The days of children
drinking from streams are over, too. And the livestock? We will come to that. Let me just say that a
number of the farmers | spoke to in the winter of 2000 were poisoning their own fields. The Constable
picture fades into a new world of intensiva industrial farming and environmental blight.

The Cornfield is said to show the path along which Constable walked from East Bergholt across the
River Stour and the fields to his school at Dedham. Last October | made my way to Dedham. It was
another wet day, and many of the trucks and lomries splashing up water on the M25 were heading to the
coast to join a fuel blockade. On the radic a newscaster described what was happening: ‘The situation
for the modern British farmer has probably never been so dire, and a further rise in the price of fuel
could kill many of them off.'

Before leaving | had rung a pig farmer, David Barker, whose farm is north of Stowmarket in Suffolk.
Barker is 50 years old. His famify has been farming pigs in Suffolk for four generations; they have lived
and worked on the prasent farm since 1957. He owns 1,250 acres and 110 sows, which he breeds and
sells at a finishing weight of 95 kilos. Among his crops are winter wheat, winter-sown barley, grass for
seed prfoductior:’, some peas for canning, 120 acres of field beans, 30 acres of spring oats and 100
acres of set-aside.

"Five years ago | was selling wheat for #125 a ton, and now it's #58.50, Barker said. '| was selling pigs
for #90, and now they're down to #65. And meanwhite all our costs have doubled: fue!, stock, fertiliser.
There's hardly a farmer in East Anglia who's making a profit. The direct payments from Europe have
declined also because they're paid out in euros.*

"What about swine fever?' | asked, innocent of the epidemics to come.

“Thers are over 500 farms that haven't been able to move pigs since August,’ he said. ‘Immediately,
this becomes an agricultural nightmare. The pigs are breeding, the feed is extortionate, and you end up
relying on things like the Welfare Disposal Scheme, where pigs are removed for next to nothing. Gordon
Brown's bright idea: they give you #50 for a pig that costs #83 to produce.’

"What can be done? The stormy weather was making his phone crackly.

"Well, this governmant has no interest in farming,’ he said. "People in the countryside in England feel
they are ignored and derided and, frankly, it appears that the government would be much happier just to
import food. This is the worst agricultural crisis in dozens of years. We're not making any money
anywhere, Take milk: the dairy farmer receives seven pence in subsidy for every pint; it takes between
10'and 12p to produce, and it costs 39p when it amrives at your door. A lot of farmers are giving up, and
many of those who stay are turning to contract farming increasing their land, making prairies, to make it

pay.’
‘Is that the only way to reduce costs?’
"Yes, that. Or by going to France.'

David Barker used the word “nightmare' at least a dozen times during my conversation with him. He
told me about a friend of his, another Suffolk farmer, who, earlier in the swine fever debacle, had sold
his 250 pigs into the disposal scheme, losing #30 on each one. Barker himself was waiting for results of
blood tests to sea if his pigs had the fever. '[f it goes on much longer it will ruin me,' he said.

When | arrived at Nigel Rowe's farm near Dedham, only the weather was Constable-like. Out of his
window the fields were bare and flat. "European pig meat is cheaper to produce,’ he said, ‘because we
have higher standards and higher production costs. As soon as foreign bacon gets cheaper by more
than 10p per kilo, the housewife swaps. That is the rule.'

1 asked him if he felt British supermarkets had been good at supporting bacon produced in Essex or
Suffolk. “The supermarkets have been very clever at playing the different farming sectors off against
each other,’ he said. "The Danish model is very centralised they are allowed to produce and market
something called Danish Bacon. We are very gegiona! over here, very dominated by the tradition of the
local butcher. Supermarkets want the same produce to be available in Scotland as you get in Sussex.
Only the Dutch and the Danish can do that, and somae of these foreign producers are so powerful the
Danish producers of bacen are much bigger than Tesco.'

Nigel has 2,000 piﬂs. But he is not making money. As well as working the famm, he has a ‘oart-tlme job
as caretaker at the local community centre. ‘In the 7Q0s we were all earning a comfortable living,' he said,
‘and when | was at primary school in the 60s, at least 30 of my schoolmates were connected with
farming. Now, in my children's classes, there are three. | had 120 acres and | had to sell it recently to
survive. | also had to sell the farm cottage my mother lived in, in order to stay here. That's what | was
working on when you came a little house for my mother.

He looked out of the window at the flatness beyond. "The arithmetic is simple,’ he said. "When | started
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in this game it took five tons of grain to buy the year's supply of fuel for the tractor. Now it takes 500
tons. What do you think that means if your acreage is the same? The government seems hell-bent on
the old green and pleasant land, but they won't get behind the people who keep it that way.' Nigel sat in
his living room wearing a mgbx shirt and jeans speckied with paint from his mother's new house.
“They're not thinking straight,’ he said. *Our product needs to be marketed branded, with a flag, which is
presently not allowed. It's all wrong. We have to import soya as a protein source for our pigs now
because we can't use other animal meat or bone fat. But this country imports tons of Dutch and Danish
meat fed on bone fat.'

As we walked out of the living room, | noticed there were no pictures on any of the walls. We went
outside to the pigsties. The rain was pouring down, the mud thick and sloppy on the ground, and one of

Nigel's pigs was burning in an incinerator. As we looked out | asked him what had happened to the land.

“The subsidies from the Common Agricultural Policy have got out of hand,’ he said, ‘because they are
linked to production rather than the environment. Did you know the rivers around here are polluted with
fertiliser and crap? We're seeing a massive degradation of rural life in this country. Bakers and dairies
have already gone, onions have gone, sugarbest is gone, beef is pretty much gone, lambs are going.'

Before we went into the sty, he asked me if | was “pig-clean'. I'm clean,' | said, ‘unless the fever can

coma through the phone.' Hundreds of healthy-looking pink pigs scuttled around in the hay and the mud.

He picked one up. 'Farming is passed down,’ he said, "or it should be. A farm is built ug for generation
after generation, and when it starts to slip and go you feel an absolute failure. That's what you feel.’

We went around the farm and Nigel explained how things work, The notebook was getting very wet so |

put it away. ‘You feel a failure,’ he said again, looking into the wind. "The other night | was at a meeting:

140 farmers at a union meeting paying tribute to four hili farmers under 45 who'd committed suicide.' He

leaned against the side of the barn, "We are no longer an island,’ he said. ‘Everything's a commodity.’

gnd{‘ew O'Hagan. This is an edited version of an article that first appeared in the London Review of
ooks.
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Sainsbury's new flagship store on London's Cromwell Road boasts a number of firsts. They include:

- a Crussh juice bar

- 'New Age' drinks for the mind, body and soul

- an organic meat counter

- a gourmet fishmonger

- 45 exclusive wines

- jackfruit, at #24.99 each

- 'Bolly Trolleys' to keep champagne chilled as you shop.

Documant retwee0020010815dw310022!
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Retailars battle for the niche shopper.

883 words

31 August 2000
M7arketing Week
1

English
{c) 2000 Centaur Communications Limited or its licensors.

After an explosion of price-slashing initiatives, supermarkets finally seem to have come up with a new
idea for stimulating customer interest. It is, in a word, the "concept store®.

Although the retail industry denies the drive to introduce new formats signifies a "concept-store war”, it
is bzing seen as retailers’ way of reinventing themselves, while trying to respond to changing customer
needs.

The latest of these roll-outs is Sainsbury's Cromwell Road, London, "luxury” store. Sainsbury's has
introduced a line of luxury brands to complement the newly refurbished outlet. The store boasts a Caviar
Cabinet, Crussh juice bar and a Baker & Spice bakery counter which offer customers 1,200 premium
goods (MW August 24).

The Sainsbury's launch comes hot on the heels of Marks & Spencer's recent announced that it is
planning 26 new format stores, classified "flagship”, “regional” and "local". These include the three new
stores at Fosse Park, Sutton and Kensington (MW August 3).

"It is becoming harder to attract customers without continually doing something new and without adding
value to the already-existing formats," says an industry source, "“Competition toda/ is quite fierce in this
market, and retailers do have to review what the others are doing. For example, &S also looked at
opening stores in and around railway stations.”

Many analysts belisve the race for the new formalts is also being driven by the aggressive edlp (every
day low pricing) initiatives emanating from Asda Wal-Mart. Unable to compete long-term with Asda's
cut-to-the-bone pricing policy, the supermarkets are looking for new ways to entice customers, and by
creating new store formats, they are chasing different segments of the consumer base.

Retail Intelligence director of consultancy Clive Vaughan says: "Wal-Mart is an underlying factor in the
roll-out of new concept stores. But customers also appear 1o have become bored with the offers that
they have been getting over the years, particularly with stores such as Sainsbury's and M&S."

An M&S spokeswoman says: "Ultimately, everything is driven by market compstition - and so the
roll-out of different format stores. But it is also about the needs of customers.

“By introducing our new concept stores we are responding to the needs of our customers. Our Sutton
store attracts those sh?fpers who are looking for valus, while our store at Kingston is for the 'single and
more affluent’ customer’.

But Sainsbury's, which already has four store concepts, insists that the recent Kensington opening only
adds new luxury brands to its supermarket format. A spokeswormnan for the store says: "The Cromwell
Road launch is only a response to the change in the lifestyles of our customers - which is why the store
has averything from cornflakes to luxury brands. We are aware of the competitive market, but this has
nothing to do with what others are doing in the market”.

While there is no doubt that competition is stiff, the “concept-stores war" is also seen as an experiment
by the retailers to beat strict government restrictions on building bigger supermarkets.

British Retail Consortium director of external affairs Ann Grain says: "Such rofl-outs are not always a
case of the retailers reinventing themselves, but their way of adapting to government regulations.”

Paul Smiddy, a City analyst with Credit Lyonnais Securities Europe, says: "The retail market is always
under pressure to try new things and what every retaller wants is to maximise profits. That said, these
particular experiments are more about finding ways to offer what the customer wants. Sainsbury's has
only added a new range - I'll be surprised if anything really different has happened”.

In a bid to do “something different”, Safeway has also announced plans to extend up to 100 of its stores
and beef up its non-food products as part of a three-year improvement drive. It will also introduce a new
upmarket convenience store format in November, at its existing outlet near London's Tower Bridge.

The introduction of varying formats is an attempt by retailers to target particular types of customers and
segment the market. Verdict Research analyst Mike Godliman says: "In today's market, you cannot sell
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averything to everybody in the same way. This was the reason why stores like M&S and Sainsbury's
failed in some ways. Sainsbury's is now trying to grab back its quality image and re-establish its brand.”

He adds: "Stores such as M&S and Waitrose are at the quality end of the market, which is worth about
#50n. Stores such as Asda and Tesco are valued for being price conscious. Between them, they have
30 per cent of the market - worth #25bn. Somewhere batween the poles is a store like Sainsbury's,
which has a reputation for neither quality nor low prices."

While Tesco, which operates six different formats, insists it is at the forefront of concept-stores, analysts
believe there is stifl room for further segmentation.

“it's simply like for like,” says in industry analyst. *| would be surprised to learn that these new concepts
are offering anything drastically different - they are just an addition to existing ones."

Copyright: Centaur Communications Ltd. and licensors.
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Sainsbury turns to the caviar approach.

Alison Gray Consumer Affairs Correspondent.
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CAVIAR, fresh soup and Ben & Jerry's ice-cream could provide the taste of success for Sainsbury's
whan it launches a new luxury range of products.

fThe second biggest food retailer in the UK has looked upmarket in an effort to stem the downturn in its
ortunes.

On Wednesday, Sir Peter Davis, the chief executive, said the company was considering selling its
Homebase DIY stores to protect its embattied supermarket chain. A flagship store in London will be
opened today by Jamie Oliver, the chef who is also the star of the chain's television ads.

It features a high-end wine merchant called the Cromwell Cellar and a juice bar called Crussh.

There will also be a focus on premium ingredients throughout the store, with a “caviar cabinet” and
counters focusing on wild smoked salmon, sushi, tapas, oysters and olives.

The bakery counter will sell breads and cakes from Baker & Spice, an upmarket supplier to Le
Gavroche and the River Cafe, and hand-made Belgian chocolates.

A “seasonal” counter will sell Ben & Jerry's ice-cream in summer and fresh soup in winter.

Mike Godliman, of the market analyst, Verdict, said the company had acted to try to reclaim its previous
reputation as a top~quality food retailer.

“This development marks a return to what Saisnbury's has been traditionally known for. It has been a
bit confusing for the consumer because one of the last campaigns was ‘Value to shout about', which
was devoted to drawing attention to price and that is not something Sainsbury's has traditionally battied

on."

He added: "The chain's core strength is not about price, but about guality and this is a development to
pull it upmarket.”

Sainsbury's has a difficult position in the market place, because it cannot claim to be the most classy of
the supermarkets - that title is held by Waitrose and Marks & Spencer.

Howaver, it cannot compete on price in the way that Tesco and Asda can, which has left it struggling to
assert its identity in recent months.

The supermarket price war which had been simmering for months escalated at the end of last year
when Tesco, Britain's biggest supermarket chain, announced cuts worth #250 million. It slashed the cost
of 1,000 brand fines by up to 20 per cent last October.

The supermarket chain was responding to an announcement made by Asda the previous manth that it
was going to cut the prices of about 10,000 products by up to 10 per cent over the next 18 months to
bring them in to line with those charged by its parent company, Wai-Mart.

Sainsbury's aiso joined in the price-cutting, but could not compete on the same scale, and instead gave
out personal letters to customers renewing the chain's commitment to providing "the highest quality food
at the most competitive prices.”

Mr Godliman said: "They have had poor marketing in recent months which has laft customers confused.
1 would say that they are daing the right thing by going more for the quality side of things which should
win them back some of their old customers.”

However, the chain has yet to deal with problems in the long term.
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It does not yet sell enough non-food items, uniike its main competitors. Tesco sells a growing number of
the electrical items, and Asda’s George clothing range has baen phenomenally successful.

While Sainsbury’s has just announced a new range of clothing to be designed by the former Clothes
Show presenter and fashion designer, Jeff Banks, the range will be limited to 12 stores.

Tesco first overtook Sainsbury's in tarms of market share in 1995, The most recent Institute of Gracery
Distribution figures for the year to December 1999 show Tesco extending its lead to 15.6 per cent over
Sainsbury's 11.8 per cent. The final member of the big four supermarkets chains, Safeway, has also
struggled because of the price wars.
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Sainsbury sparks luxury store wars.
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Sainsbury's will this week unveil the luxury store format it hopes will revive its fortunes and re-establish
its brand with upmarket shoppers.

The new store on London's Cromwell Road will be officially opened on Friday by chef Jamie Oliver, the
star of Sainsbury's advertising. It is expected to be a bluaprint for Sainsbury's stores of the future and is
a major step in Sir Peter Davis' efforts to raturn the retailer to its upmarket roots.

New elements featured for the first time in a Sainsbury’s store include a high-end wine merchant called
the Cromwell Cellar and a juice bar calted Crussh, which will produce fruit and vegetable juices for
customers on the spot.

There will be a focus on premium ingredients throughout the store, with a ‘caviar cabinet' and counters
focusing on wild smoked salmon, sushi, tapas, oysters and olives.

The bakery counter will sell breads and cakes from Baker & Spice, an upmarket supplier to Le
Gavroche and the River Cafe, and handmade Belgian chocolates.

The store also features a Starbucks coffae concession, following a deal announced earlier this year. A
'seasonal’ counter will seil Ben & Jerry's ice cream in summer and fresh soup in winter.

The store will compete directly with a Tesco flagship store nearby, marking a step in Sainsbury's
comeback in the fight against Tesco, which first overtook it in terms of market share in 1935. The most
recant Institute of Grocer{’Distribution figures for the year to December 1999 show Tesco extending its
lead to 15.6% over Sainsbury's 11.8%.

Sainsbury's is planning a heavyweight local marketing push for the store through its local ad agency,
AMV Advance. This will include a 3D poster of a pair of 16m-long chopsticks holding up a glant piece of
sushi outside the Forum Hotel in Cromwell Road. A direct mail campaign and press ads in London’s
Evening Standard kick off tomorrow (Thursday).

Document mktg000020010815dw80000w7

2007 Factiva, inc. All rights reserved.

217



Sainsbury's starts push upmarket.
167 words

24 August 2000

lg\arketing Week

English
(c) 2000 Centaur Communications Limited or its licensors.

Sainsbury's is considering rolling out its new concept store due to open in London's affluent
Knightsbridge on Friday in a bid to reposition itself at the high end of the supermarket sector.

The store will be closely monitored with a view to rolling out its various features to 30 other sites
identified as having similar catchment areas across the UK.

A spokeswoman for the supermarket chain says: "We want all of our stores to reflect the customer base
it supports.”

Sainsbury's is collaborating with a number of fashionable restaurants and suppliers, including Caviar
lC_:abinet, russh juice bar and Baker & Spice bakery, to offer customers 1,200 new premium product
ines.

Other new features include an organic fresh meat counter and a sushi section, and include a conveyor
beit and a chef preparing dishes on demand.

Research into Cromwell Road shoppers found that top-selling products are Champagne, gourmet fish
and organic products.

Copyright: Cantaur Communications Ltd, and licensors.
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Rather than leaving design for film, many of today's young
designerf/filmmakers in the U.K. are claiming film for design.

Filmmaking today is no longer the preserve of an slite operating a closed shop, but is instead being
embraced by people from a wide variety of professional backgrounds who have a little bit of technical
know-how and lively imaginations. (The world's most profitable film, last year’s $30,000 Blair Witch
Project, is a case in point.} So-called "prosumer” technology-a hybrid aimed at a crossover
consumer/professional market— has made this possible. MiniDV’s are cheap and operate in low-lighting
conditions, obviating the need for expensive lighting equipment and technicians. The existence of
software designed to create and edit the moving image makes setting up an effective, affordable
production studio a realistic possibility. And it is not just in Hollywood that these new technologies have
been hungrily fallen upon by wannabe filmmakers: In London, the growth of the independent film
industry has been given a huge boost as some of the highest barriers to entry have come down.

Of alf the groups embracing these new possibilities, perhaps the most significant is graphic designers.
The shift from print to screen-based media, including the explosion of design for the Web, has led to a
growth in the number of designers who are comfortable using the fourth dimension— time-in thair work.
There is also a greater willingness among broadcastars-possibly as a result of consumers' exposure to
integrated text and moving image in contexts from the Web to modern ATMs-to use type and other
graphic elements as an integral part of the screen’s look. Now, many designers, whose predacessors
broke the mold by working on information kiosks and film titles, are seizing the opportunity to take things
further. Instead of just animating GIFs and inserting MPEG movies into Wab sites or COROMS,
designers are making their own films, bringing to bear on moving-image work the skills they have
learned in print and new media.

Richard Carmroll, together with his partner Dominic Bridges, make up Felt, a company that has
successfully bridged the divide between graphics and film. He explains: "Film is about integration of the
spoken or written word and the moving imaga. There's a direct connection to graphics because in
graphics, it always comes down to image and type. If you look at our work now, it might be in film, but
it's still those two things together-communication with words and communication via images.”

Technology has always been a driving force in graphic techniques; from the development of lithography
in late19th-century Paris to the Mac revolution of the mid-'80s, it has always defined and redefined the
design profession. Thanks to digital media such as the Web and COROMs, today's graphic designers
are often familiar with software packages like Premier, Director, and After Effects, and consequently are
technically well-placed to work with the moving image. An added, and arguably far more important,
advantage Is an intuitive feel for composition, an eye for color and form, and an appreciation of the
interaction between word and image.

Among a younger generation of London-based design companies, many have made the transition: The
well-known collective tomato, the avantgarde Fuel, new media darling Deepend, and lesser-known firms
such as State, OS2, and Felt have all produced significant quantities of filmbased work, both on
commission and as personal projects.

The link between graphic design and ﬁlmmakirg is not new, and many of today's professional
fiimmakers were trained as graphic designers (Ridley Scott is among the bast known). But the difference
is that instead of leaving design for film, many Jloung designer/filmmakers are claiming film for design,
extending the offer of their companies to include moving-image work, and thereby redefining the term
"graphic designer." And while graphic designers from Saul Bass on have always dipped their toes into
the film world by working on title sequences and overtaid graphics, the new technology has allowed
today's designers a greatsr involvement in the whole process, from shooting, editing, and creating
special effects to distribution and/or interface design. There are, of course, some precedents:
London-based designer Tom Hingston, in his twenties and already known for his print and packaging
work for the muslic industry, has done a number of film-based projects, including the title sequences for
the film Dad Savage and two documentaries on British pop star Robbie Williams. Hingston sees echoes
of what is currently ha{)penlng to the design industry in the U.K. in one of the classic multidisciplinary
partnerships: "People like the Eameses are quite inspiring,” he says. "With the body of work that their
studio created, what do you call them? There are a lot of people working now who are also capable of
crossing over. it's just applying the same thinking to a different problem. You can tell by looking at their
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work if they've got a kind of sensitivity that, applied to any other problem, could be really successful.”

Despend, though best known for its Web design work at present, is a true muitidisciplinary company of
the digital age, with commissions ran%ing from sound design, strategic brand pasitioning, high-end
programming, and broadcast work. It has a dedicated team of seven designers immersed in broadcast
graphics whose involvement with the flimmaking process ranges from applying type over finished fllm
piaces, to booking a diractor for a shoot, to shooting film themselves. "Some jobs come to us directly,
some from postproduction houses, and others from agencias,” says Deepend'’s head of broadcast
graphics, Luiza dos Santos Cruz. "For example, the recent job we did for Benson & Hedges came
through their ad agency Bates Dorland U.K., and we didn't have to pitch for it.”

In the case of FT.Com, an online spin-off of the newspaper Financial Times, the client approached
them directly, and ths script and storyboard were created by Deepend. "That job was pure graphics,
absolutely no filming at all,” says Cruz. "It was quite an open brief; they told us the commercials were
going to be on the air when the U.K.'s budget was published, and they didn't have to relate directly to
the newspaper, but there had to be something to connect the two. So that's why they were done in pink.
[Financial Times is famous?/ printed on pink paper.]" The final commercials, which revoived around

uns refated to the effect of the budget, work well, with a far more appropriate and direct style than
ive-action would have.

Talent, though, doesn't always come in big packages. The two partners who together form Felt began
their journey down the road to authorship by applying graphics to other people's films, but have since
moved on to script, storyboard, direct, and edit commercials-all in-house. "We did a few end bits for the
ad agency TBWA, who were doing a series of car commercials for Nissan," says Felt's Richard Carroll,
"We were asked to create a corporate end device for the commercials-pure graphics, all done in After
Effects. We started shooting some live-action for that, just very subtie smali bits. That was a crossover
job for us, and on the strength of it they commissioned us to create our first live-action commercial for
the Nissan Primera GT." From there, Felt has gone from strangth to strength, counting MTV and Sony
Playstation among its clients. Each job extends the company's repertoire: “We did an identity for an
MTV channel called MTV Base. We did the graphics, which were relatively straightforward, but then they
gave us the chance to work on the sound design. Ali the time, we're getting the chance to learn new
disciplines,” says Carroll.

For three months last year, the pair were in Los Angeles working on commercials for Playstation and
the Web site careerbuitder.com. “Both those jobs were liveaction pieces, done in our style and
integrating graphics and moving image," explains Bridges. "We took the commercials for
careerbuilder.com right through from beginning to end. We wrote the scripts on the plane,
conference-called to make the changes, did the storyboard, the direction, the edit, and the sound
design. It's like if you were doing a brochure: You wouldn't send it out to someacne else to do the type.
That would be pretty weird.”

At the more experimantal end of the spectrum sit another duo, who also shoot their material
themselves: OS2, whose very graphic approach to film caused a stir at the London digital film festival
onedotzero two years ago, has now successfully entered the professional film arena. "States {one of the
firm's earliest experimental films] was about usin? the screen dynamically, the same way you would a
page,” says Richard Fenwick, creative director of OS2, To this end, the screen is divided into squares,
filled either by graphic imagery or action sequences. The approach is reminiscent of a page layout and
is about trying to make the screen work harder. After starting OS2 in their spare time, fitting it in between
their day jobs as a graphic designer and a film producer, respectively, partners Fenwick and Adam
Jenns now work for the company fulltime, producing moving-image assignments for the likes of the
BBC, Sony, and design organization Icograda.

The fact that s many young design groups are not only able to make films, but are also being
commissioned to do them in place of the ad agencies, commercials and promo directors, and TV
production companies who previously dominated moving-image work, is significant. The next generation
of designers, many of whom are among the first to learn moving-image techniques as part of their
graphic design tratning, will be looking to build on this lead, forming muitimedia, multidisciplinary
companies like Deepend, a role model to many; after four years in business, and with a 28-yearold
managing director, Deepend employs 70 people and is gearing itself toward the “convergent media"
revolution. When film on the Web is commonplace, the company, with its ability to shoot film and design
the interface within which it is viewed, will have outflanked many of the siower traditional film and TV
operations.

But much of the most interesting work currently being done by Londan's designers-turned-filmmakers
never reaches the TV or cinema screens of the general public: All of the designers mentioned here, and
countless others, are working on their own short films as well as doing commercial jobs. Deepend, for
example, has sponsored a film made by two members of its creative department; OS2 keeps a number
of personal projects going to explore the medium in ways that might baffle the uninitiated, were they
shown on Frime—time; tomato has made a number of films outside its commaercial work for Nike and
otha;s, ing uding one on a boxing gym in New York; and Felt recently finished a film on bulifighting in
southern France.

Independent film festivals such as resfest and one— dotzerc have developed a large crowd of regular
exhibitors, a disproportionate number of whom are graphic designers. It is here that some of the more
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challenging work is shown-films that attempt to blur the boundaries between media, using type, grids,
and static as well as moving images and suggestions of interactivity. in a twopronged attack, the graphic
designers-cum-filmmakers have stolen ground from the art-house directors and producers as well as
those at the more commercial end of

the markaet.

Fiimmaking was once out of reach to all but a small group of broadcast specialists because of the
enormous costs and technical requirements involved. Those barriers have now been lowered, if not
removed. At the same time, a new generation of designers who don't respect the rules that once kept
them in their place are sayingﬁ “We can do that"-and proving it. In addition, the proliferation of broadcast
channels and new media, without corresponding budgetary increases, means that the advertising sector
is beginning to look hard at value for money, something young designers working from the desktop offer
in abundance. So who knows, by the time the U.K. is ready for Web-based TV, it might weli be its
graphic designers who are stealing the show.

Chris Barrett is editor of the Londonbased design magazine Graphics International.
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IF you have lost interest in sex, Alistair Thomas can haip.
He can also fix tiredness, pregnancy pain, stress and a bad immune system.

kr}ﬂrj Thomas is not a doctor, Nor is he a New-Age healer. His business is juice - and he is making a
illing.

His juice cocktails have become a daily must-have for some people seeking a quick lunch, stimulant
rush or natural medicine.

Mr Thomas' Flinders Lane bar, The Life Juice Co, is among a dozen specialist juice operations that
have sprung up in Melbourne in the past three years.

Others include Zupa Juice, which has three outlets with two mare under construction, Fresh Express in
Hardware Lane, Se Juice in Chapel St and the Juice Food Company in Little Collins St.

Tge juice-bar revolution started about 10 years ago in California, where it has become a $150 million
industry.

The fad has spread throughout the United States and Britain.

In London, the Crussh juice-bar chain plans to open 30 branches throughout the city by the end of next
year.

Mr Thomas, 29, is adamant about the benefits of juices and says he is responsible for the health and
well-being of many city workers.

“They spend all day in an office and they want to have something that's good for them,” he said. "Little
else in their day is good for them. Busy people, who haven't time to eat as well as they should, get their
nutrients in a cup.”

Most popular of Mr Thomas' 21 cocktails is the Green Amphetamine - apple, orange, grape and
guarana.

"lt;? the equivalent to coffee,” he said. “But you don't get that corresponding "down’ that comes with
coffee."

Also on the menu is the stress-beating Chill Pill, a concoction of carrot, apple, celery and ginseng; the
arousing Love Juice, a mix of apple, pear, lemon and psylium; and the soothing Pregnancy Punch,
containing raspberry, apricot nectar, honey, milk and yoghurt,

Costing between $3 for 340ml and $3.95 for a 590m| drink, customers enjoy their cocktails with tofu
burgers, sushi, rice balls and {ow-fat, wholemeal muffins.

Mr Thomas uses fruit and vegetables bought daily from Footscray Market.

He says his health has improved since he resigned from his job as a chartered accountant and started
drinking juice.

"Being an accountant was a drag,” he said. "And I'd seen these juice bars in London and thought I'd try
it.

"These days | drink too much juice. In fact, my diet is nothing but juice.”

Before opening the bar, Mr Thomas spent months researching nutrients and how they affected the
body. He also collaborated with a food technologist to work on the menu.
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"l cgubld have plagiarised a whole lot of recipes from other places,” he said. “But { wanted some
credibility.”

The owner of the Juice Food Company, Janette Taylor-Billau, says her operation is different from other
Melboumne juice bars.

"We are 100 per cent organic,” she said. "And that means being seasonal. We use whatever fruit and
vegetable is in at any time of year,

"My customers say they can taste the difference.”

The owner of the Zupa Juice franchise, who asked to remain anonymous, says many juice retailers are
stealing each other’s recipes.

"The industry is growing,” he said. "And that type of thing is starting to happen.,

“I studied the concepts peaple were using in California. And | didn't like the way they did it. So |
changed it."

MENU OF MEDICINES

* immunity Booster - this claims to counter flu and consists of carrot, orange, red capsicum and
achinacea.

* Hangover Over - a concoction of beetroot, carrot, apple and ginger which claims to cure hangovers
and re-balance the system.

* Brain Bath - for effective mental function, have a Brain Bath, a mixture of rockmelon, banana,
wheatgerm, lecithin, milk and yoghurt.

(C) 2000 Herald and Weekly Times Limited.
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Fruit juice aflcionadas put the squeeze on coffee bars,
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A CHAIN of juice bars is hoping to threaten the supremacy of the custom-made latte or triple espresso.

Leading the juice revolution are Crussh juice bars, the owners of which announced this week that they
had bought their nearest competitor, Fresh N Smooth, based in Canary Wharf, East London. Crussh
plans to open 30 branches across Britain by the end of next year.

Crussh began in October 1998 as a cafe in the City that sold fresh juice and food to a clientele
demanding quick lunches and a stimufant rush. The founders, James Learmond, a former prope
developer, and Christoph Brooke, a former restaurant manager, have three other Crussh bars, al
based in Central London, with another due to open shortly.

Mr Learmond, 33, is almost evangelical in his belief in the benefits of juices and adamant that they
could easily replace coffee as a favoured pick-ms-up in Britain. "We are not offering anything that is
suddenly a new concept,” he said. "People who think that this will be a fad are wrong. Sooner or later
they are going to have to try it. Anyway, how long ago was it that coffee was just something you made in
your office? No one dreamt that coffee bars would be so popular.”

The most popular of 15 cocktails is Love Juice, a gentle potion of peach, strawberry, orange and
banana, More scary, and more potent, is the Veggie - spinach, beetroot, carrot and cucumber. All juices
are pressed in front of the customers at the counter. Nutritionai supplements such as spirulina, aloe
vera, ginseng, guarana and bee pollen can be added to any combination.

The takeover means that the specialities of Fresh N Smooth, smoothies (a frozen yoghurt and fruit mix)
and wraps (a flat tortilla rolled around salad, meat or fish), will augment the existing Crussh menu of
fresh juices, salads and soup. Mr Learmond admits that the edible merchandise of Crussh is crucial in
sustaining profit, particularly in winter. They sell bacon sandwiches, croissants, and chocolate brownies
alongside the organic salads, carrot cake and muesli. Coffee, tea and hot chocolate are avaitable, but
gsaff offer a free juice sample to every regular customer who orders coffee or tea but shies away from

e juice.

Jennifer Murphy, 26, the manager of Crussh in Curzon Street in the West End, said: "We have had
many converts when we offer people a free juice instead of their usual coffee.”

There has been a burst of L.ondon juice enterprises with similarly obvious names, Fluid is in Notting Hill
and Fulham. Squeeze is based in Kensington High Street. Farmacia, in Covent Garden, says that its
juices are “organic liquid health solutions”. Ranoush Juice, a Lebanese cafe in Edgware Road, has
supplied carrot, orange and mango juice as a nonalcoholic tonic throughout the night for more than 15
years.

Among some newer converts to the trend there is still a stigma in skipping caffeine for vitamins. At
Crussh in Curzon Street, an 8-commerce worker would speak only anonymously about his juice habit,
saying: "Yes, | come here every day. Yes, | need my juice. But only carrots, nothing else. it must be
pure carrots, and then sushi.”

Another man, with very shiny hair and rosy chesks, admitted that a confession of a daily espresso
would be a far preferable disclosure to his colleagues than telling them about his craving for Clean and
Lean (pear and apple with a hint of lime). "l really like Clean and Lean. It's got to be either that, or Melon
Blend {melon, banana and apple) in the morning. | don't require anything else.

"But please don't mention my name. What would people think?"
A MENU OF 'MEDICINES®
Deep Detoxifier

Intended "for those ex?(osed to high lavels of stress and pollution", the Deep Detoxifier contains ginger,
apple, camrot, broccoli, kiwi, bean sprouts, and pineapple.
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Immune Booster

The Immune Booster claims to counteract flu and consists of bean sprouts, carrot, ginger, pepper,
pineapple and parsley. It promises to “give you a lift°,

Purifier

This concoction of apple, mixed red fruits, carrot, celery and apple pledges to cure hangovers and
cleanse the system.

All three combinations cost #2.75 for a 120z cup.
(c) Times Newspapers Ltd, 2000,
Not Available for Re-dissemination.
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FOOD AND DRINK - Eating out? Londoners have aiways done it - A timely new exhibition sheds
historical light on the passion for food in the capital, says Antony Thorncrott.

If there is one craze that has seized Britain's national imagination in recent years, more even than
football, the soaps, and clubbing, it is eating out.

Everyone's doing it, from McDonald's to Mezzo. [n a stroke of timely brilliance, the Museum of London
has mounted a comprehensive exhibition on the theme which effortiessly proves that eating out has
bean a passion, at least in London, since Roman times.

Indeed in the Middle Ages it was the poor, whose homss had no hearths, who relied on the local
cookshop for the occasional hot meal, while the rich, with their servants and kitchens, dined in, a
tradition that only changed in the 20th century.

Not that eating out was always a great culinary experience. A late 17th century writer describes a cook
shop in Smithfield, an area which, unlike today, had an evil gastronomic reputation, in which the cook
wiped under his arm with a dirty cloth befors handing over a slice of pork to a customer.

Meat, mainly beef and pork, was the main take-away diet, with vegetables and salads only making an
impact in the 17th century. Fish from the Thames, which ranged from salmon and pike to perch and
eels, was sverywhere, especially on the three designated fish days each wesk, until 19th century
pollution cut off supplies. Dolphin was popular, and turtle became the craze from the mid-18th century -
on show is a 2471b turtle shell which fed 40 people at a City dinner.

The exhibition, designed by Conran and Partners, progresses from the splendour of a 16th century
banquet prepared for the Drapers’ Company, which included that greatest delicacy, swan, and the
equally rare owl, to end in a Crussh, one of the new chain of juice bars, the fastest-growing segment of
the US fast food market.

On the way you are as much entertained as informed, for the enthusiastic new director of the Museum
of Londoen, Simon Thurley, is a great populist. Among the exhibits is the remnant of a Tudor banana,
and a complete bun, baked to celebrate the coronation of King George IV in 1820; there is the only
surviving interior of an 18th century coffee house, Tom's, in Covent Garden, and an oyster basket which
a young girl would have hauled round the streets in the 19th century, selling the poor a cheap snack.

Among the oldest exhibits is the silver gilt wagon made in Germany in 1554, and operated by
clockwork, which would travel down the banquet table dispensing rosewater over the hands of diners;
among the newest are the menus of some of London's trendiest rest-aurants.

The greatest insights into how people ate out in the past are provided by the pictures. The Marquess of
Salisbury has loaned "A fete at

Bermondsey", depicting a cookshop catering for an alfresco wedding feast around 1570; a late 18th
century view of St James's Park shows cows being milked to supply an instant milkshake for children; a
plainting of a 19th century coffee stall in a poor district is a reminder that coffee was then a cheap
alternative to tea.

Much of the eating was done on the hoof, A painting of 1840 shows a worker buying a baked potato,
plus salt and a slice of Irish butter, for a penny, from a street vendor. Also on display is the cup used for
an ice-cream lick, the rather unsav-oury practice where, again for a penny, you got to slurp down a
scoop of ice-cream. The cup was then refilled for the next customer, a prime source of disease, no

doubt.

The middle classes only really took to eating out in the early 20th century, and many of the most
evocative displays date from this period. Soho restaurants were beguilingly Bohemian, and cheap -
famous for their shilling dinners. Some were decorated by their artist clients - the Vorticist Wyndham
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Lewis painted the walls of Le Tour Eiffel, and Christopher Navinson and Mark Gertler earned their keep
at Pagani's, Their work is lost, although a painting of a lgathering of Vorticist artists at Le Tour Eiffel, by
William Roberts, captures those wild days, and a visitor's book of 1908 includes signatures and doodles

by Chaplin, Cocteau, Max Emst and Raoul Dufy.

Many of the smartest restaurants had dance floors - one, the KitKat, even offered cinema screenings
between courses - and a designer's view of Fischer's restaurant in Bond Street in 1932 depicts the start
of a new phenomenon “ladies who lunch”, The menus of long-gone Jewish East End restaurants, and
the early menu of a still surviving Indian, Veeraswamys, are redolent of the past: apparently, pre-1914,
London had one Indian and one Chinese restaurant.

There are now about 600 serving Indian food, out of a total of 3,000 restaurants in London. We take
eating out for granted, but this exhibition traces an unexpacted history of great changes In tastes and
manners. We are very much what we eat.

* You can access the sponsor, SimplyFood.co.uk and its restaurant fist, via the internet.
Copyright Financial Times Limited 1999. All Rights Reserved.
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distributed or exploited in any way.
London Eats Out Museum of London

The Museum of London has done some datermined scratching around at the back of the larder for its
latest exhibition. It's come up with a piece of gingerbread seld at the last Frost Fair on the Thames in
1814 and a blackened Tudor banana skin suspended in formaldehyde.

The problem with any historical exhibition about food is that you cannot have your cake and eat it: over
the centuries the avidence has quite literally been gobbled up. For something we take so much for
granted but which is of vital importance all day and every day there is little to show for it - certainly

efore the 19th century.

This is partly, as the Museum acknowledges, because It is the story and artefacts of the wealthy that
survive. Such material as exists on the lives of the poor has been gathered here in five pavilions - one
?er century - smartly designed by - who else? - Conran and Partners, the design arm of Sir Terence’s

ood and furniture empire.

The pavilions trace the course of eating out from Elizabathan ale houses and cookshaps to the gastro
pubs and sushi bars of today. Despite their natty design, the displays are curiously traditional - objects in
cases are supplemented by 3-D still lives of dining tables through the ages, complete with plaster joints
of meat and fish borrowed from a giant's dolf's house. The pavilions are linked by themed displays on
the wall examining utensils, festival and strest food via paintings, photographs and objects.

What it does bring home sharply is that eating out is not an invention of the modern pericd. If anything it
is less Important now than it was for the 350 years from 1500 when few Londoners would have had their
own oven let alone kitchen. Eating out, however humbly, was for many the only option for a burgeoning
urban population with no access to the land. Cookshops provided basic fare, ale houses, taverns and
inns something a little more substantial.

As London and its middle class grew over the centuries, the diversity of places to eat and the food on
offer grew and became tied up in the economic and social life of the city. Coffee houses became
proto-offices, and following the arrival of raifway commuting the sandwich sustained workers who
couldn't get home for lunch. In the 19th century this would have been wrapped in cabbage leaf. On
display today is the wrapper of a Pret a Manger bacon and avocado special.

It was only with the advent of the restaurant in the 19th century that the idea of dining out for pleasure
gained currency. Chains and franchises have increasingly built on this leisure potential to the point
where Londoners now spend an average #700 a year on eating out. Wimpy and McDonald's arrived.
Marketing and branding reign. Naturally, Conran gets a glowing mention.

With the pleasure has come guilty fears. Adulteration of food is nothing new: chalk in bread and veg
cooked in copper pans to make them greener were just two of manzoﬂndings in the Lancet in 1850.
Further back, Chaucer's character sketch Hodge of Ware, Caok of London with his suppurating scres,
doesn't even bear thinking about.

These fears - and the thorough commercialisation of food - are curiously reinforced at the end of the
exhibition. "Eat Out", one glant graphic exhorts. Another raises "current concerns about food safety and
genetic madification®, You are then squeezed out through a fully operational juice bar operated by
Crussh, the exhibition sponsor - a shiny prototype of a new chain. “Why juice?" we're asked. The blurb
shamelessly plays on contemporary absessions with health and in est-ing vitamins. it's tempting to
smash a display case just to see if the Frost Fair gingerbread is still edibie.

“London Eats Out': Museum of London, EC2 (0171 600 3699) to 27 Feb 2000.
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FEELING tired? Have a coffee.
That has been the accepted response of knackered office workers for years,
But if the evangelical owners of the capital’s juice bars have their way, that could all change.

Juices with added ginseng, inger, herbs and wheatgrass can alf give a clear head, and a kick start of
energy, as effactively as coffee and tea.

Juices, of course, are also good for you.

A diet rich on Juices will help detox you. The purer your system, the stronger the effect of these juice
combinations. But be warned - although they look innocent, many "juices” are surprisingly potent and
are not to be taken by those planning a quiet evening unwinding in front of the telly.

We asked London's leading juice bars to name the drink most customers choose to start their day with,

WEST END
Juicemoose, 28 James Street, W1. Tel: 0171 487 2882. Opens 8am.

Most popular morning drink: The Brain Booster, small Pounds 1.99; medium Pounds 2.79; large Pounds

Cantains ginger, carrot, apple and orange.

How it warks: The ginger gives a slightly bitter taste, but gets the circulation going and sharpens the
mind. The carrot and apple cleanse the system while the orange helps overcome the bitterflavou
r s o f ginger and raw carrot,

Also popular hers is the Blue Energy shake, made of soya milk, blueberries, vanilla and banana.
THE CITY
Crussh, 48 Comnhill, EC3V 3PB (also Curzon Street, Mayfair). Tet: 0171 626 2175, opens 7am,

THIS IS Evening Standard Most popular morning drink: Love-juice, medium, Pounds 2.50. It's made of
strawberry, banana, peaches and orange juice.

How it works: This one is a bit psychological. Jennifer, manageress at Crussh, says: "The expression
on peaple’s faces when they come in can be a bit downcast, so the deep red calour of Lovejuice brings
a bit of brightness into their lives.” Outselling all other juices here by two to onsg, its appeal must also be
that it contains probably the four sweetest and most popular fruits.

DOCKLANDS

fresh'n'smooth, Tower Concourse level, 1 Canada Square, Canary Wharf, E14.

Tel: 0171 513 0076 ,Opens 7am.

Most popufar morning drink: Berry Blast smoothie, three~quarters of a pint, Pounds 2.30.

Raspberry, blueberry, frozen yoghurt and apple.
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How it works: Many who visit fresh'n'smooth soon after its 7am opening have ski ped breakfast. The
th;clg and ri?h smoothies provide the equivalent of a meal that is easily consumed in the office with the
minimum of mess.

Increasingly popular here are the 30p exira energy-giving supplements of ginseng and spirulina which
can be agded to drinks, with fittle noticeable change to the flavour.

Also good is the Bananarama smoothie, with banana, honey, ice, skimmed milk, Pounds 2.30.

COVENT GARDEN
Farmacia, 42 Shorts Gardens, WC2. Tel: 0171 836 3192, Opens 10am.

Most popular marning drink: Power Boost, 80z (small), Pounds 3; 120z (large), Pounds 3.50. Contains
pineapple, apple, carrot, ginseng, schisandra and damiana,

How it works: Ginseng is for

energy. Schisan-dra, a Chinese herb, is good for the circulation, leading to increased energy and
memory .

Damiana, a westem herb, again gives energy and is renowned as an aphrodisiac.
The fruits are nutritious and cleansing.
This orange-coloured juice is the most effective of all the juices tried.

g{hill(ei thqt carrots make it a touch on the bitter side, you'li be alert and at fuil enargy 20 minutes after
rinking it. .

NOTTING HiLL
Fluid, 13 Elgin Crescent, W11.
Tel: 0171 352 4372. Opens 8.30am.

Most popular morning drink: Shot of wheatgrass, Pounds 1.30, washed down with freshly squeezed
orange julice, Pounds 1.90.

How [t works: The shot of whealgrass is green, foul, mercifully small - and very good for you. You should
feel the benefits aimost immadiately after downing it, according to Fluid's owner Tim Scott. The best way
to take it is to think of England, down it in one and make sure you have a suitably acidic freshly
squeezed orange juice to hand, to take away the taste in your mouth .

A dally dose should provide ally our energy needs, cleanse the body and help any healing process.

952467503
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One of Britain's top chefs has opened the first in a chain of juice bars.

Michelin-starred chef Philip Howard, who runs The Square restaurant in London's upmarket Mayfair

district, got toielher with top caterer Julian Dyer and Der-mot Verscholyle, co-founder of the Groucho
Club, to faunch Jus Cafe,

They plan to e)lsf)and the chain to more than 40 within three years. Jus hopes to cash in on the rapidly
growing popularlty of juices and smoothies. It joins rivals such as Crussh, Fluid and julcemoose,

The craze for juicing has come from across the Atlantic where the Juice bar market is afready worth

$1billion GBPBZOmrIlion). The company plans to open three Jus Cafes this year and 10 next year from
an initial GBP750,000 raised from private investors.

A further GBP6million will come from bank debt bafore a stock market flotation. "We would look at
listing in two to three years,” managing director Dyer said.

"Wa don't feel tjuit:e alone could survive in this country because of the weather and the cost of fruit," he
added. Jus Cafe, which wiil offer a range of snacks, hopes to cash in on consumers’ increasing
awareness of diet following fears over GM food and the use of pesticides. EMMA DANDY
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Il have a glass of spinach; Fresh juice bars try to squeeze out London's coffee shops

MARK BENHAM

478 words

16 August 1999

;he Evening Standard

19

English

(c) 1999 Associated Newspapers. All rights reserved

THE supremacy of American-style coffee shops in the capital's cafe scene is under threat from a new
"fast drink” phenomenon - the juice bar.

London is witnessing a surge of bars specialising in drinks that combine such untikely ingredients as
spinach, carrot, beetroot and cucumber all in the name of nutrition.

Atthe newly opened Crussh bar in Curzon Street, Mayfair, customers can buy an immune Booster to
fight viruses (containing beansprouts, ginger, carrot, pepper, parsley and pineapple) or a Miss-A-Meal
drink: coconut, appls, pineapple and ginger.

"They may seem bizarre combinations, but juices can give you a natural fpickup without the highs and
lows that come with coffee,” said James Deen, joint managing director of Crussh.

The former City banker admits that the British winter will limit the appeal of juice bars, but says there isa
ready market in the UK among stressed executives seeking a healthier lifestyle. “The juice bar scene in
London will never be like California or Australia,” he said, "but there is no reason whx it shouldn't
become like New York, where thera is about one juice bar for every five coffee bars.

Many of his customers are already knowledgeable about products such as wheatgrass, an ounce of
which apparently contains as many minerals and vitamins as 1.5kg of fresh vegetables.

However, with drinks costing up to Pounds 3.65, the question is whether the benefits outweigh the price.
Lyndel Costain, a nutritionist and spokesman for the British Dietetic Association, said: "Juice drinks are
one way of getting more fruit and vegetables in your dist and of meeting the five portions of fruit and
vegetables a day that everyone should have.

"But peaple should not be fooled into thinking a drink is a meal substitute.

They are just part of a balanced diet.”

The uninitiated will have the opportunity to judge juice bars for themselves as Crussh bars establish
themselves in the City, Cornhill and, next month, in the King's Road and off New Bond Strest,

A rival juicae bar, Juice, which opaned in 1997, is scheduled to open another outlet by the end of the
year.

Tim Scott, owner of the Fluid bars, added a Notting Hill venue to the one in Fulham Road two months
ago.

Crussh customer Winkie ?)iers. who works for stockbrokers Pereire Tod, said: “I've got the boys in the
office drinking them every day, and they love them.*

Most customers at Crussh were sticking to a mare familiar drink, however.

Heather Pheran, 28, said: *I've got to have my coffee in the morning. These juices look a bit rich for me.”

952926326

g’!A'gETEHrAT: ANITA DE SA AND JESS EASTWOOD AT THE CRUSSH JUICE BAR IN CURZON
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Mango and Stone, 165a Brunsfield Place, Edinburgh (0131-229 2987). Also opening in Princes Square,
Glasgow The Celtic rim of these islands has always been a magnet for missionaries, but a juice bar in
Scotland makes St Columba’s job look like preaching to the converted. Edinburgh is Europe's premature
death capital, the city where real men don't have biood in their arteries, they have black pudding. Juice
bars are an insult to the very soul of the Scots., Opening one in Auld Reekie is proof that a diet of health
food turns you into a hopeless fantasist, Juices from 95p,

Fresh Brazil, 181 Edwards Street, Brighton Brighton, as I'm sure you're aware, is the vegetarian capital
of Britain, It's also the itinerant dole collection capital of Britain. Are these two facts connected, we ask
ourselves. Fresh Brazil continues the infantile naming of juice bars; they may live to be 150, but the
humour never passes 12, This one Is run by a real Brazilian - no artificial ingredients, nothing added -
but | bet threa rings off my aura and the crystat of your choice that he's never seen Charley’s Aunt, or
knows its catchphrase. Juices from #1.35.

Squeeze, 27 Kensington High Street, London W8 (0171-376 9786) | reviewed Squeeze a couple of
months ago and, you know, it still seems like only yesterdax. But my doctor says: "Giva it tims, itll pass."
The best thing about this place is that i's next to a coffee shop where you can get real caffeins, refined
sugar and unrefined cake. | do have a vivid memory that the customers boasted the healthiest pimples
I've ever seen, which | suppose proves that pulped fruit is human BabyBio. Juices from #2.75.

Crussh, 48 Cornhill, London EC3 (0171-626 2175) A city juice bar whose name does at least have the
benefit of being a wamin? - it's very small, With the best interests of the clientele to the fore, it has
dreamt up something called the Stressbuster, presumably in the hope that when the little Nick Leesons
find that they've inadvertently binned #3 billion of thelr client's moneg'. they can chill out with a cunning
cocktail of soft fruit thickened with low-fat yoghurt, Juices from #1.99.

AAGIl
(c) Times Newspapers Ltd, 1999,
Not Avallable for Re-dissemination.
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Julce bars put squesze on coffee - Fresh 'n Smooth.
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Victoria Fletcher discovars how an unripened industry is stiring a blend of ingredients for success

First it was health clubs, then it was coffee houses and now it's juice bars. Just as Britain thinks it has
rasped the latest trend from across the Atlantic and Is confident that bagel and coffee really is a better
reakfast than toast and marmalade, another, more complicated concept bursts on to the market.

This year the juice bar, once the earthy retreat only for sandalled eco-types, is to go mainstream, with a
tripling in the number of specialised outlets planned within the next few months. With a menu that makes
a decaf, non-daiP(, fat-free, iced latte look basic, juice bars hope that the growing desire to be healthy
will override the fear of the unknown vegetable and make fres ly blended juice the nation's favourite
early-momning pick-me-up.

For the past two years, juice bars have been tentatively trzing to break into the UK marketplace. After
thriving in the US throughout the Nineties, it seemad the obvious copycat success story since both
health clubs and coffee shops did as well over here as they had done over there. Surprisingly, the
rmarket in Britain has been far less receptive. Within a few months of opening in 1998, a couple of
London's first juice bars went under. Then, late last year, one named Juice managed to get the mix of
ingredients just right, )

Unlike many of their US counterparts, which offer only drinks, the key to successful juice bars in Britain
is balancing the offer of freshly blended frults with a spread of meals and snacks. The British idea of
healthy living seems also to require sandwiches, soup, coffee and, of course, a totally natural,
icing-smothered squidgy cake. .

In just the past six months, a further three juice bars have opened in London, each with their own
recipes not just for frult and vegetable blends but for ambitious expansion that could see the industry
multiplying to coffee-bar proportions In less than two years,

And if the juicers are to be believed, éuioe is the new coffee, Just as the big coffee companies battled it
out for market domination, ending in Starbucks's triumphant takeover of Seattle Coffee Co, the same s
about to happen batwean these fresh-fruit blenders. Mark Chaplin, the 26-year-old founder of
juicemoose, says the race Is on to expand as quickl{aas Xossible and so become a national and
immediately reoognisable name In the juice bar market. Although at present he has only three juice
bars, Mr Chaplin hopes 1o expand to 47 by 2001 with an operating profit of #1.5 million,

" suppose we just don't know if it Is going to be popular,” Mr Chaplin said. "Whether we can educate
people about why they should drink juice will be the key to whether we succeed or fail."

This is part of the problem, Although the British public understands the necessity for heallhy living, a
late night and a hangover usually require copious amounts of coffae the following day, not a shot of
something that, although it has the nutritional valus of 2ib of garden vegetables, tastes like liquidised
lawnmower cuttings.

Tim Levene, managing director of Fresh 'n Smooth at Canary Wharf in London, bslieves that health is,
in fact, the last selling point for juice bars in the UK. "We operate on a health-by-steath concept. People
regard healthy food as tasting revolting. We just make sure what we sell tastes delicfous, and just
happens to be good for you.” o

The biggest problem that faces this unripened industry is its sheer expense. A "smoothie”, or fresh;y
squeezed juice, costs anything from #1.95 for a ti%g!ass to #3.49 for a decent fgg_lp. And while profit
margins for a simple coffee tend to tremble at the per cent mark, the cost of fruit and blending mean
a similarly priced juice will offer only 50 per cent &r’oﬁt margins for the juicer, making the juice bar
business even more reliant on its edible output. Add to this the effects of the British cold spell, which,
unlike the US, lasts for ten months of our year, and convincing the public will take a lot of hard work.

This is a challenge all of the julce bar owners have accepted. Al are young, male, middle-class
entrepreneurs who each claim to have Jgained the definitive “juicing knowledge“ after intensive .
employment in the juice outlets of the US. James Dean, the owner of Cruss , in the City, says he will

open two more sites in the capital by June. He is sceptical about his competitors' fruit and veg

2007 Factiva, Inc. All rights reserved.
234



know-how. "People get into this industry with an idea that they can create their dream without looking at
numbers. It's not hard to come up with a juice business, but it is very hard to make it profitable.” With
profit margins of 70 per cent since they opened in October, Mr Deen has no qualms about selling coffee,
sushi and muffins to buoy up the dicey juice side of the business.

“Juice isn't about putting nice-tasting stuff in a cup,” he says, somewhat surprisingly. “it's about
stimulating customers and convincing them it's more than just a drink.” And this, for a drinks industry,
will be their toughest problem,

{c) Times Newspapars Ltd, 1999,

Not Available for Re-dissemination.
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Seattle-style coffee, designer sours. and now freshly squeezed juices. The latest culinary cult
transforms fruit and veg into revitalising elixirs.

Ranoush Juice on London's Ed?ware Road is to vitamin C what Bar Italia in Soho Is to caffeine. Juice
bars In the capital are sprouting Taster than alfaifa seeds, but this is the original, a marble-ciad bit of
Beirut where heaps of golden fruit and vegetables - camots, oranges and mangoss - are freshly
squeezed for peopte who don't drink alcohol but need the vitality to stay up past midnight. For nearly 20
years It has been a late-night oasis for Middle Eastern exiles, and since London has become a city of
the night, Ranoush Julce has also been an exotic beacan of fresh and healthy food and drink for plenty
of others wide awake on more than natural energy.

During the day, the new wave of juice bars serve another purpose, to redress in an instant the damage
done by doing, drinking and eating what's not goad for you. Farmacia, in Covent Garden, which takes
the most clinical approach, doesn't even call them juices. They're "arganic liquid health solutions®,

And the extremists of the freshly squeezed juices movement claim a great deal: longevity, recovery
from terminal ilinesses, grey hair tured back to lts original colour are Just some of the wishes that they
insist juices can make come true,

Whether we really blieve this or not, we're still prepared to swallow these Juices when they're as
refreshing and invigorating as a Mint Zing (orange, apple, mint and melon), a Red Planet (carrot,
beetroot and cele:hy), Pink Passion (pinaaprle. grapefruit and ginger) or Fatigue-Fighter (carrot, ?mach
and avocado). in the space of a few da!s, have been cleansed, revitalised, detoxed, destressed,
energlsed, boosted and just a bit gutted for #2 to #4 a throw - all In the line of research of course.

The Planat Organic supermarket, which opened in 1995, featured the first of the new wave of London's
juice bars. Since then have come Fluid, Crussh, Squeeze, Juice, and Fresh ‘n' Smooth. Each one
squeezing and crushing and juicing fresh fruit and veg for liquid consumption.,

Outside London, the choice of juice bars includes Mango & Stone in Edinburgh, which opaned some 18
months ago. "We squeeze to please” is the slogan in front of which Gordon Brown, perhaps wisely,
refused to stand to be photographed on a visit to promote small businesses in Scotland.

Gordon Watt, who started Mango & Stone and is planning to make it a national chain, like South
Africa’s Juicy Lucy’s or California’s Jamba, has a marketing and PR background and previously worked
for the Champagnie company Moet & Chandon, "We're funky first and healthy second,” he says of his
concept for Mango & Stone, which is aimed at stressed exacutives. Watt plans to open outlets in
aLrgorts, shopping centres and hotels. "We didn't want to be seen as a green, wholefood-style shop,” he
adds.

Although Watt has researched the supposed benefits of the varlous combinations, and the blends are
sold as "drinks for reasons®, he doesn't make specific health claims. Jt sounds, however, like a natural
antl-depressants is what consumers in Edinburgh are after: the most popular combo is the "Don't worry
be happy" blend of tropical fruits.

At Planet Organic the blends that slip down fastest are carrot, apple and ginger, and mixed vegetable:
celery, spinach, beetroot, camot and fennel. Camrot alone is considered passe, and more and more
customers at the juice bar are seeking something mors challengingly health-giving to drink,

Now, it seems, we cannot live, or at least revive ourseives, by juice alone. The latest trend is the
addition of nutritional supplements. These cccupy that generally unappetising - and often unproven -
area betwesen food and medicine where extraordinary benefits are claimed but backed up only with
anecdotal evidence.

At least squashed fruit and vegetables taste delicious; the same cannot be said for wheatgrass exiract.

Along with bee pollen, echinacea, ginsen?, guarana, spirulina, blus-green algas, flax seed oil and
lecithin, this is at the cutting-edge of supplements, and shots of the extract can be drunk on their own if
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you're prepared to risk a headache the first time you try it

Christopher "Do you have to use my second name?" is a photo rapher who has been growing
wheatgrass for 20 years, and using the juice in his personal heaith programme. His Green Seed
Compan{ now supplies many of the juice bars that crush it as fast as he can grow it, which takes about
10 days from seed.

He is evangelical about the astonishing powers which he says the substance possesses. The effect of
wheatgrass julce on the system Is instantaneous, apparently, it is said to boost the immune system and
is chock-full of chiorophyll, which cleanses and neutralises the toxins in our systems. It also, he claims,

enhances the blood's capacity to camy oxygen and nutrients to avery cell including the brain, and other

organs, plus the skin.

“We are all in a toxic state, by being on this planet,” says Christopher. He grows around 150 trays of
whealgrass each week, seeded in compost with the addition of seaweed for additional minerals.
Whealgrass, he adds, is already one of the richest sources of vitamins A and C. and contains calcium,
iron. magnesium, sodlum phosphorus, potassium, sulphur, cobalt and zinc.

Not all are quite so evangelical about the supplement. Henri Davies, a former personal trainer who
switched from dispensing nutritional advice along with his exercise programmes, to starting Juice in
Covent Garden, is not convinced. His priority is juices which people simply like to drink.

"Wae live fast lives, we naed to be able to have healthy food very quickly. Butl didn't want to preach to
the converted, | wanted to expose more people to the idea,” he explains. When he started Juice less
than two years ago It was the first place where you could sit and enjoy a freshly squeezed juice, eat,
drink coffee, sven smoke.

Smoothies, with banana, low fat yoghurt and fruits are almost as popular at Juice as "remedial juices”
because they're nice and sweet. “No matter how healthy a drink is we don't sell it if it doesn't taste
cod,” says Davies. Which generally rules out wheatgrass. Anyway he's sceptical about its benefits.
pirulina and blue grass algae "are more potent, have the full spactrum of vitamins, a rich source of
protein and have 70 per cent more chlorophyll than whealgrass”, he claims. Nevertheless, "if people
want wheatgrass,” and it seems more and more do, "we'll give it to them."

Since Juice opened, regular users have become mora adventurous. Now the Flu Fighter, with beetroot,
carrot, apple and ginger, is beaten only by the Mega Detox, with beetroot, carrot, celery and apple.

As Gordon Watt says, “How many people have time to eat the recommended five pieces of fruit a day?"
Juices save the tima it takes to chew through a salad, and give us the power of fresh fruit and
vegetables in one refreshing, colourful gulp

Farmacia, 169 Drury Lane, London WC2 (0171-831 0830); Green Seed Comgany e-mail:
christopher@grsen-seed.freeserve.co.uk; Juice, 7 Eartham Street, London WC2 (0171-836 7376);
Planet Organic, 42 Westbourne Grove, London W2 (0171-221 7171); Mango & Stone, 165 Bruntsfield

Place, Edinburgh (0131 229 2987); Ranoush Juice, 43 Edgware Road, London W2 (0171-723 5929);
Riverside Juice Bar, 18 The Podium, Bath (no phone).

Top juicers: Fast Forward, page 51.
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Sainsbury's is encouraﬁing its customers to get healthy at its new Juice Up and Shake Down fixtures,
which have gone on trial in five Savacentres.

The newly designed gondola ends feature Sainsbury's premium chilled juices, smoothies and milk
shakes. Branded smoothies are also on offer from manufacturers such as Pets & Johnny's.

Bright colours and fun branding aim to push the heaith benefits of the products to the fore in this
experiment to boost sales.

Healthy julces and smoothies have already been popularised on the high street by standalone juice
bars such as Crussh, which opened in London last October. The supermarkets are keen to build on the
trend by bringing credible juice offers into their stores.

James Deen, managing director of Crussh, was approached by a supermarket soon after it opensd to
talk about developing a juice bar concept in-store.

Once the Juice Ug and Shake Down trial has been completed, the concept is likely to roll out from the
Savacentres into Sainsbury’s supermarkets.

Harry Cragoe, managing director of Pete & Johnny's, hopes the new fixture will clear some of the
muddle from the juice category.

"It has becoma really confusing,” he said. "Customers who shop the category will be seeing 40 or 50

different offerings, some of which are very premium and others of which masquerade as premium. In the
USA you actually have whole areas of the supermarket that stock only premium products."

Also on offer in the fixture are Pete & Johnny's two new functional smoothies, which claim to "bridge the
?ap between healthy and delicious” and offer added vitamins, minerals and plant extracts to the usual

ruit juice mix.

C Monster is a blend of apples, grapes and blackcurrants enriched with vitamin C and Echinacea
extract, which purifies the blood and helps fight infection. Get Your Vits! is a blend of oranges and
mangoes with added vitamins and natural Guarana extract, which is said to have healing, energising
and aphrodistac qualities.

Copyright Reed Business Information 1999

Not Avallable for Redissemination.

Document spmktg0020010911dv4g00044

2007 Factiva, Inc. All rights reserved.

238




s_. ..M‘g!_’-,,.v-;!!l.l..m "t BI!M

Sainsbury's aims to Juice Up drinks.

Bsy Susie Whalley
352 words

16 April 1999
SgperMarketing

1

English
© 1999 Business Intslligence International Pty Ltd, Channel E Group Information contained in this

database consists of abstracts of articles appearing in various publications. Any views expressed in the
material contained in the database do not necessarily reflect the views of Business Intelligence

International Pty Ltd.

Sainsbury's is encouraging its customers to get healthy at its new Juice Up and Shake Down fixtures,
which have gone on trial in five Savacentres.

The newly designed gondola ends faature Sainsbury's premium chilled juices, smoothies and milk
shakes. Branded smoothies are also on offer from manufacturers such as Pete & Johnny's.

Bright colours and fun branding aim to push the health benefits of the products to the fore in this
experiment to boost sales.

Healthy juices and smoothies have aiready besn popularised on the high street by standalone juice
bars such as Crussh, which opened in London last QOctober. The supermarkets are keen to build on the
trend by bringing credible juice offers into their stores.

James Deen, managing director of Crussh, was approached by a supermarket soon after It opened to
talk about developing a juice bar concept in-store.

Once the Juice Ug and Shake Dawn trial has been completed, the concept is likely to rofl out from the
Savacentres into Sainsbury's supemmarkets.

Harry Cragoe, managing director of Pete & Johnny’s, hopes the new fixture will clear some of the
muddie from the juice category.

*It has become really confusing,” he sald. "Customers who shop the catagory will be seeing 40 or 50
different offerings, some of which are very premium and others of which masquerade as premium. In the
USA you actually have whole areas of the supermarket that stock only premium products.*

Also on offer in the fixture are Pets & Johnny's two new functional smoothies, which claim to “bridge the
?ap between healthy and delicious” and offer added vitamins, minerals and plant extracts to the usual

ruit juice mix.
C Monster is a blend of apples, grapes and biackeurrants enriched with vitamin C and Echinacea

extract, which purifies the blood and helps fight infection. Get Your Vits! is a blend of oranges and
mangoes with added vitamins and natural Guarana extract, which Is said to have healing, energising

and aphrodisiac qualities.
Copyright Reed Business Information 1999
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10 great places to go for fresh juice.

RANOUSH JUICE BAR 43 Edgware Rd, W2 (0171-723 5929).

Open: 9am-3am daily,

Let's face it, it's time we started thinking about hangover prevention, not just hang over cure. Picture the
scene: It's 2.30am on a Saturday night, you're playing in a crucial Sunday league match tomorrow, and

the eternal pints vs shorts battle is wagding In your stomach. At that point, a Pounds 1.50
freshly-squeeezed orange juice is your ticket to survival.

JUICE 7 Earfham St, WC2 (0171-836 7376).
Open: 10am-10pm Mon-Sat; 11am-7pm Sun.
Great, [ thought as | drank my Pounds 2.60 'workout shake made with ion axchan?ed protein’. Not only

am | desperate enough to think that putting more food into my body is helping me lose weight, but I've
also ordered a drink that was created by some sort of nuclear process.

CRUSSH 48 Cornhill, EC3 (0171-628 2175). Open:

Tam-4pm Mon-Fri.
Sooner or later there comes a point in eve juice-lover's life where they have a choice - they mature
gracefully or be come deviant, I'm ashamed to say that | fol lowed the second path in Crussh. Sick of

wholesome encounters with oranges, | got into some pretty welrd experimental juicing, on one occaslon
mixing carrot and raspberry and a herbal supplement.

Plus | pald Pounds 1.80 for it. 'd rather we never spoke about it again.
NEAL'S YARD BEACH CAFE 13 Neal's Yard, WC2 (0171-240 1188).

Open: 11.30am-6.30pm dally.

| know what | sald about hangover pre vention, but sometimes damage limita tion's your only option. If
Red Adair drank juice (and heck, he might well do), he'd probably drink the Beach Cafe'’s Pounds 2.75
Vitamiser (carrot, apple and celery).

SQUEEZE 27 Kensington High Street, W8 (0171- 376 9786). Open: 8am-7pm Mon-Fri; 9am- 7pm Sat;
10am-7pm Sun.

Namawise, they took on a lot of South London/Jools Holland-based baFgage. so full-credit to Squeeze

for wringing out some corkers. | went for the female boost supplement in the hope that it would make me
shoot over buildings like Wonder Woman, This didn't happen, but at Pounds 2.95 it was always unlikely.

SLANET ORGANIC 42 Westbourne Grove, W2 (0171-221 7171). Open: Sam-8pm Mon-Sat; 11am-5pm
un.

Someane | know described this as a macrobiotic filling station - 1, in turn, described them as a
pratentious tosser.

Still, I'm shallow enough to have pretended to enjoy my Pounds 4.69 Big Buzz (ginseng, carrots, ginger
and wheatgrass) with them as they were paying.
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THE BLUE ROOM 3 Bateman St, W1 (0171-437 4827).

Open: 9am-midnight Mon-Fri; 10am-mid night Sat; noon-11pm Sun.

A carrot, orange and ginger combo at Pounds 2.50 is supposed to be an excellent detox - frankly | think
; Ieo; :J muz‘njgicé lgngt?:e em?-Rod In to purge our systems but, as afways, It's finding the time. In the
JONES DAIRY 23 Ezra St, E2 (0171-739 5372). Open:

9am-3pm Fri-Sat; 8am-2pm Sun,

You'lt have three great lemon squashes in your life - maybe four if you're fucky.

Tick one of them off here for Pounds 1.20 - a small price to pay for your dreams.

LOVE 62-84 Weymouth St, W1 (0171-487 5683).

Open: 8am-7pm Mon-Sat, '

if only Pete Beale had seen that the future of fruit and veg was in juicing, he could have gone places
with his stall.

They're flogging fruit power shakes here for Pounds 2.95 a throw.

HARRODS JUICE BAR Dress Circle Restayrant, Harrods, SW1 (0171-730 1234). Open: 10am-6pm
Mon-Tue, Sat; 10am-7pm Wed-Fri.

Choose from 17 fruit and vegetable juices and create your own lethally-healthy cocktall for Pounds 3.95.

MARINA HYDE
(¢} Times Newspapers Lid, 1999
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...and ginger and any other fruit or vegetable you care to mention, as Californian-style juice bars
become the latest health fad to cause a buzz in the high street

It's time to put down your triple grande semi half-caf/decaf caramel mocha and reach for a High Kick or
a Red Reviver. No sooner, it seems, have we mastered the Jargon needed to order a cup of coffes these
days than a new takeaway drink has amived - 1999 wilf be the yaar of juice.

About 60 Juice bars will open around the country this year, selling freshly mixed cocktails of fruit and
vegetable juice. Needless to say, the trend has come from the west, particularly from California. “In
America there is a juice bar in almost avery deli,” says Josephine Carpenter, a self-confessed *juice
anarak” who has been trying for more than ten years to persuade the British to take this heaith food
innovation seriously. Just over a year ago she founded The Juice Company, which provides juicing
machines far professional and domestic customers.

Carpenter predicts that in five years' time Juice bars will be a feature of every high street, Already In
America the business is worth nearly $3bn, Gwyneth Paltrow and Jodie Foster are committed to their
juice, while the cast of Friends have, in reality, s?umed the coffee they quaff on screen in favour of the
drinks on offer at their local Brentwood branch of US chain Jamba Juice. "All Hollywood seems to be
juicing now," said Los Angeles Maﬁazine last year, while The New York Times has predicted: "This is
going to be bigger than frozen yoghurt ever was.”

“The advantage of drinking juice Is that the body can absorb the nutrients directly rather than having to
extract them from fruit and vegetables,” says Mark Chaplin when we mest at his new bar, Joose, near
Selfridges in London. The curly-haired 24-year-old's mobile phone rings incessantly as we talk over a
strawberry and blackpepper shake (him) and a strawberry, pineapple and apple "Boozer” (me).

"We're not preaching to anyone," he says. “In our Paris branch, for example, most of the customers
smoke. The point is that you can smoke, you can get drunk once in a while, eat the wrong things every
now and then, but have a juice regularly and do your body some good.”

James Deen Is another member of the new schoo! of juicers, a million miles from the
weave-your-own-muesli end of the health food business. "We want it to be fun and funky,” says the Old
Etonian and former merchant banker, who teamed up with a school friend, James Learmond, to start
Crussh. They plan to have four branches by March, and another ten by the end of the year. Certainly
the first outlet, in Cornhill in the City, furnished as it is with groovy multl-coloured leather sofas and
menus reminiscent of nightclub flyers, seems to be doing a roaring trade. As well as juice, Crussh offers
a complete health food takeaway service, something Deen is particularly keen on, having observed the
City trader’s diet of caffeine and cocaine.

Crussh's nutritional consultant, aka "Nutri Dac", Roderick Lane, counted Diana, Princess of Wales,
among his clients. He is keen to stress that his juices have a more serious nutritional element than fast
food, milk shakes and fruit smoothies. "We work on the nutritional content first and then we make it taste
good,” he says. The “internal Cleanser”, for axample, contains, among other things, carrots, which are
rich in beta carotene and so help the liver to process foods, and cranberries, which are particutarly good
for kidney function. “Fruit is a good cleanser for the kidneys, whereas vegetables cleanse more deeply,
getting to the liver, for example."

What sun-dried tomatoes are o Cal-ital cooking and lime and coriander mean to Thai food, Wheatgrass
Is to juice. "Wheatgrass is grown from the red wheat bery, a strain of wheat that produces high
concentrations of chlarophyll, active enzymes, vitamins and other nutrlents,” says Josephine Carpenter.
Most juice bars have it growing in boxes either on the counter or In the kitchen, together with the mincer
needed to extract the precious juice. One ounce of the resulting nectar is supposed to have the same
amount of vitamins, minerals and amino acids as two to thres pounds of green leaf vegetables,
Nutritionists advise one or two ounces a day nitially, building up to four with time. "It'll have you
bouncing off the walls within 20 minutes,” says Carpanter, who likes to mix it with carrot or pineapple
WCe. It s also often served as a chaser to other frult and vegetable juices. Juice evangelists hope that a

heatgrass shot will one day compete with the aspresso,

Some dramatic claims have besn made about the power of juice. Max Gerson, a German nutritionist,
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argued in the first half of the century that drinking large qualities of fruit and vegetable juice throughout
the day could not anly challenge the onset of, but even cure, cancers and other degenerative diseasss.,
At the Gerson Institute near San Diego, California, patients drink fresh carrot and apple juices
(wheatgrass is considered too strong every hour, up to 13 times a day. “We believe that by making the
body healthier, it Is more capable of fighting diseases,” says a spokesman.

Many of the big American franchises such as Jamba Juice, Juice World, Juice Stop and Zuka .Juice are
glready eyeing Britain and Europe and have been encauraged by the success of American-style coffee
ars.

The new juice entrepreneurs are anxiously aware that they are on the edge of something big. Gossip is
rife and rivals gently denigrate each other: "They make their juice in the morning and store it in jugs all
day", or "They really just make sugary smoothies". Certainly with huge growth potential and margins of
up g:lx 1“.200% on a glass of simple carrot juice, profils are one of the heaithiest aspects of the juice bar
revolution,

Liquid Assets

* carrots rich in beta carotene, which is good for the liver

* ginger a good detoxifier and useful in treating hangovers and nausea
* soya sprouts help the body utilise other vitamins

* parsley a good cleanser for the kidneys

* pineapple contains bromaline, which helps clear the gut

* cranberries good for cystitis and other urinary infections

* bananas rich in carbohydrates for energy

* broceoll good for digestion and for countering stress-induced vitamin exhaustion
* peppers good for effective working of arteries and vascular system
{c) Timss Newspapers Ltd, 1999,
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That was the year that was. Mike Dennis and Rob Willock chart the comings and goings in what has
turned out to be quite a turbulent 12 months for the food retailing industry

It has bean the year of living dangerously for the food retailin}g\ industry. The Office of Fair Trading
launched an investigation into competition in the market, which could result in a potentially damaging
Monopolies & Mergers Commission inquiry in 1999,

This year also saw the ssibility of even stricter controls on out-of-town developments, and the threat
of a tax on retail car parking spaces.

But food retalling remains a vibrant industry as well. During 1998, the concept of home-shopping
became a reality for many households, takeaway food really took off in the major supermarkets, and the
spread of financial services seemed endless.

This has been quite a year...
JANUARY

The 60-hour trading marathon over Christmas was said to have rroved crucial in making the festive
s%ason a m%ch merrier time than anticipated for food retailers, fo lowing fears that it would turn out to be
a damp squib,

More than 200 supermarket outlets opened their doors continuously from December 22 to Christmas
Eve in the biggest wave of 24-hour trading undertaken by UK food retailers.

Thera were growing fears that tighter planning regulations would reafly hit the st:rermarket industry
during 1998 and that this would result in a greater emphasis on edge-of-town and city centre
developments, as opposed to out-of-town superstores.

Agriculture secretary Jack Cunningham unveiled details of the much-anticipated new Food Standards
/;tlgePcy. ?Iahmg_gyh the question of how the #100m needed to run it was raised as being a major worry for
the food industry.

The supermarket industry sald goodbye to Sainsbury's deputy chalrman Tom Vyner, who retired after
20 years with the company.

Tesco's ECR (Efficient Consumer Response) programme had saved the retailer #60m over two years,
gutting it well ahead of schedule for its #100m five-year target, Further savings were predicted when
esca rolled out its latest ECR Initiative to storss and depots, linked to its Clubcard.

The supermarket industry's battle against global brands - which would be a feature of the retail scene in
1998 - intensified, with Asda launching a range of price cuts on perfumes and skincare products and
Tesco intreducing cheap Nike trainers and sports clothing.

The first rumours that Wal-Mart would come to the UK “sconer rather than later” began when the US
giant bought 21 Wertkauf supermarkets in Germany.

febrlUARY

The proposed merger between Somerfield and Kwik Save would have "profound ramifications” for the
pricing strategies of the whale sector, reported SuperMarketing. The deal would give the enlarged
retaller a turnover over #6.7bn and as many as 1,500 stores.
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The return of the Co-op "Divi® was completed with the Co-operative Wholesale Society rolling it out
nationally after la unching its k?'any scheme on a regional basis. Co-operative Retail Services said it was
staying aloof from the Divi by eciding to press ahead with the development of its own loyalty card.

Sainsbury's pledged to embrace new technology by rolling out self-scanning, home shcapping and home
delivery, as well as testing a front-end customer kiosk called Interact that could be linked fo the
multiple's banking operation.

Takeaway food in supermarkets was a concept that really took off in 1998, with Asda even considering
drive-through takeaways In some of its stores. By the turn of the year, Asda was already claiming to be
the biggest Indian takeaway vendor in the country,

Safnsbu?fs turned down the chance to link with the Millennium Dome celebrations and left the door
open for Tesco to step in. its #12m deal will create the "Domesday Book for the 21st century®, a living
record on the Intemet of the thoughts and actions of schoolchildren across the country.

march

World Cup fever got under way with Sainsbury's sponsorship of the England football team as the

Official England Supermarket, As a result, Sainsbury’s would be offering shoppers a host of exclusive

ggt?tball{}then}ed actlvities and merchandise as well as a medal collection and food praducts carrying the
ree Lions logo.

An exclusive consumer poll for SuperMarketing by Mintel revealed that half of supermarket shoppers
would rather have lower prices than a points incentive scheme. But it was also revealed that shopper
participation In loyalty schemes had risen to saturation point as consumers became less sceptical about
supermarkets’ motives for running them.,

Iceland revealed plans to rebrand the convenience store concept it was testing in the London area as
Iceland Extra, It Flanned to extend the trial to a further four stores within the M25. Chairman and chief
exacutive Malcolm Watker said the retailer was to rolf out its home shopping trial. its home-delivery
service had gone national in summer 1997,

The axe fell on Molly and Joe as Safeway planned to introduce a new set of characters for ts TV
advertising, which would include the voices of Cilla Black and Jeremy Clarkson.

Marks & Spencer opened its first rear-service delicatessen counter at its Cribbs CausewaK store in
Bristol. The retailer had been expected to open six of the delis by April but the concept took longer than
anticlpated to finalise.

april

SuperMarketing exclusively revealed that Morrisans was moving into clothing by testin?\a range of
sportswear and underwear for boys and girls aged up to eight years. The own-label clothing range was
being branded GIM (Girls in Morrisons) while, for boys, the retailer revived the Gola sports brand as an
exclusive range.

Meanwhile, Asda's George clothing range was bigger than many high street fashion retailers and was
"nllpplng at the heels” of BhS, according to Verdict Research. M&S remained market leader with 15.1%,
followed by Arcadia (5.8%) and Next (4.1%). Asda held a 2% market share,

Budgens' B2, the premium-priced convenience format, was launched with the aim of being extended
beyond the 30 former 7-Eleven stores sarmarked for conversion. The first B2 opened In London's
Shaftesbury Avenue.

Tesco launched its first Irish Food and Non-Food awards, with the winner in each category being listed
for nine months in all Irish stores and in Tesco's top 200 stores in the UK.

Multiple grocers were stepping up efforts to draw customers' attention to arganic products, with Tesco
looking to craate an in-store department devoted to organic products within five years. Sainsbury's was
planning to roll out block merchandising of organics within individual product sectors to more storas.

Severe flooding in the Midlands disrupted normal Easter shopping. Safeway’s store in Tewkesbury,
Gloucestershire, was forced to close on Good Friday and Easter Saturday when surrounding roads were
_flogd;% T#e Letailer’s Stratford-upon-Avon store acted as a haven for shoppers when the town was cut
in half by floods.

may

The Sainsbury family cut its ties with the management of Sainsbury's when David Sainsbury, Lord
Sainsbury of Turville, announced he would step down as chairman in September, He was to be replaced
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as non-executive chairman by Sir George Bull, said to be the architact of the merger of Grand
Metropolitan and Guinness. The Sainsbury family retained a 40% stake in the business.

The announcement of his departure came at Sainsbury's full-year resuits, which showed that the
retailer was on the road to recovery with an 11.8% cfimb in pre-tax profits to #782m. But Corporate
lntelli?ence on Retalling data showed that Tesco was stlll increasing its lead over Sainsbury's as a resuit
of its Irish expansion and its moves into Central Europe and the Far East.

Safeway was hit by a 12% drop in pre-tax profits to #375.2m, but chief exscutive Colin Smith remained
bullish in the light of gocd like-for-like sales growth for the first six weeks of the financial year,

The collapse of merger talks between Asda and Kingfisher disappointed the Cit}/. Asda chairman Archie
fr;lonr?gn l}n back at City investors who issued an 18-month deadiine for the retailer to hammer out a
esh deal.

Asda planned to puts its 13 London stores into a single regional grouping as the retailer looked to take

the store upmarkst to meet changing consumer demands in the capital. Among the ideas being looked

;l]mere providing an exclusive range of higher quality products in the deli, health and beauty, and wine
res.

Tesco deputy chairman David Reid claimed the retailer had the store portfolio and infrastructure to give
non-food retailers a "run for their money”. He said four or five Tesco Extra stores would join the UK
portfolio within a year.

A major challenge was Issued by Tesco to specialist health and beauty retailers with the launch of the
own-label Make-up range. Tesco aimed to make "modern and professional cosmetics" easy for
consumers to buy in a supermarket, with all items in the range priced at #5 or less.

The race to develop a 55,000sq ft supermarket on a prestige site next to the Millennium village and
doma in Greenwich, London, was won by Sainsbury's. The outlet is to open in the second half of 1999,

Somerfield managers wers to dominate the marketing team for the new groukdformed out of the merger
with Kwik Save in an attempt to create a "strong brand” able to compete with Marks & Spencer,
Sainsbury's, Tesco and Asda.

june

Asda unveiled plans to double the number of stores tradin overnight, and extend 24-haur opening to
smaller stores. ight stores were poised to go 24-hours within two months, ranging in size from
44,000sq ft to 78,000sq ft.

Asda's foray into takeaway and drive-through restaurants was expected to silence City criticlsm that it
must look for new areas of business to malintain and improve sales growth. Asda said its first
drive-through in Canterbury, Kent, would open later in the year, and another soon afterwards.

The Alldays convenience store chain planned to offer shoppers own-brand hot food - including pizzas,
kebabs, Tax-Mex and jacket potatoes - in its city-centre stores. The move followed the success of hot
food sold from an in-store cafe called Grab & Go at a store in Edinburgh.

An explosion in Internet shopping over the next two or three years was baing predicted in Euromonitor's
Retail Trade International 1998 report, which said that the potential was there for supermarksts as wel)
as other retall operations.

The Kwik Save brand was to be phased out "as soon as possible” in a three-to six-year process, with
the aim of having just the one brand in Somerfisld.

The retail food industry was increasingly concentrated in the hands of Tesco, Sainsbury‘s. Asda and
Safevlw;ay, é"mh were expacted to account for 70% of all food sales, according to Mintel's annual Food
etailing Report. -

july

The multiple grocers were let off the hook in the Government's New Deal for Transport white paper
when It came to the issue of taxin?ure:an car parks. The tax threat was not completely ruled out but it
was sidelined for the foreseeable future at least.

Tesca's decision to set itself up as an Internet provider could leave it unable to cope with the expected
surge in demand for home shopping. The TescoNet Internet package, which included five e-mai .
addresses, was designed to have a diract and bensficlal impact on the Tesco Direct home-shopping
service. Lack of delivery capacity was said to be holding back the development of Tesco Direct.
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{celand rolled out its home-shopping trials throughout Scotiand, where 85% of the population were able
to take advantage of the home-ordering service. The company has 73 stores in Scotland, with
home-delivery offered to those within a 10-mile radius.

Asda was planning to steal budget shoppers from its rivals, particularly Kwik Save, through the relaunch
of its Farm Stores own-label brand. The relaunch involved new green-and-white packaging across ths
350-strong range, a range extension of 50 lines and a drop in price for 100 lines.

The National Shoppers' Surver of 1.5 million consumers revealed that Safeway’s campaign to target
young family shoppers was faliing short of its goal. The survey showed that Asda was the most
successful supermarket at attracting the crucial younger family market.

Waitrose and IT firm ICL launched what they claimed was the world's first full-scale workplace sho| piné;
service. Named Waitrose@work, it was rolled out to cover the 3,500 employaes at British Airways' hea
office at Harmondsworth, west of London.

SuperMarketing revealed that supermarkets were prepared to swamp the UK with “grey market” goods
sourced from outside the European Union, in deflance of a European Court of Justice ruling which
banned them from doing so. Asda previously sourced all its grey-market goods from within the EU but
said it was prepared to go elsewhere to illustrate its concern over the ruling.

august

The spectra of 2 Monopolies and Mergers Commission inquiry into supermarkets raised its head with
the announcement that the Office of Fair Trading was to carry out a probe into competition in food
retailing. This would be the first OF T investigation since 1985, when the b:? four” retailers accounted for
around 40% of the market. The decision on whether a referral will go ahead is expected in the first half

of 1998,

Further consolidation in the specialist off-licence sector came with the merger of Thresher and Victoria
Wine, the biggest players In the market, The merged company would have an estate of 3,000 outlets
with a turnover of #1.3bn.

lndegendem retailers rubbished Sainsbury’s efforts to keap the village store alive by allow{n?
shopkeepers to stock Sainsbury's own-labe! products bought at supermarket prices. The trial was
described as "patronising” by angry independent chiefs.

A Mintel report claimed that supermarkets were twisting the knife in the independent sector by turning
their attentions to winning the secondary shopping trip. The entry by the leading supermarkets into new,
smaller formats and their willingness to secure secondary business signalled a new danger for
independent shops.

The new-look 102,000sq ft Savacentre at Calcot in Reading reopened after a multi-million pound refit.
Savacentre executives denled that the store, with 55,000 lines, had been largely based on Tesco's Extra
format and the larger Asda stores. Other Savacentres are due to be revamped soon.

september

The future of Booker was back in the melfing pot following Somerfield's decision to call off merger talks.
Ehgkfos%d reéaile'r's shareholders were concerned about another merger so close on the heels of the
wik Save dea!.

Tesco was Europe's largest grocery chain in a survey produced exclusively for SuperMarketing. The
retaller t%%ped the table from Strategic Vision - the first time a UK multiple has done this, although
Tesco tried to play down the achievement. The survey showed Tesco had overtaken German retailer

Aldi with net grocery sales of #12.13bn.

The nationwide move by Iceland into home-shopping will include an Internet service and digital .
television channel, it was announced. The company put aside #3m-#4m to roll out the home-shopping

service fully by the end of October,

The Consortium of Independent Co-operatives was facing collapse after Co-operative Retail Services
and United Norwest announced they would be quitting it by the end of the year and taking 80% of the
buying group's food business with them.

The CRS appointed Andy Meehan, managing director of Storehouss, its new chief executive. The
announcemnent came at the same time that David Robey, chief executive of CRS’s food division,
resigned to become retail director of Shell UK.

Bringing back the "Divi" card and the use of national TV advertising helped to wipe 20% off interim
profits at the Co-operative Wholesale Society. Total profits at CWS were down by #4m to #16m on
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group sales up by 1.4% at #1.48bn.

Supermarkets operating in the West Country wlll face a logistics nightmare when a solar aclipse

plunges part of the region Into complete darkness for two minutes next August, it was forecast. Trafflc

congestion is being predicted as visitors jam the roads to witness the first total eclipse visible in the UK

:gg more than 70 years. However, it is being anticipated that visitors will spend an additional #1.5bn in
region.

october

SuperMarketing exclusively revealed that Somerfield was planning a "raft of new home-shopping
initiatives”, including as many as 20 dedicated warehouses for product picking. Meanwhile, Budgens
bought Teleshop, and Tasco signed a joint-venture deal with catalogue retailer Grattan.

Booker finally put everyone out of their misery after weeks of merger speculation by announcing that it
was going it alone under the leadership of Stuart Rose, ex-chisf o Argos and the Burton Group.

At the Labour Party conference in Blackpoal, some delegates took exception to Somerfield's
sponsorship of the security pass nack ribbons.

Tesco was named Muitipie Retailer of the Year at the 1998 Retail Industry Awards for “the consistency
of its retail execution, continuad expansion, solid resuits and the flexibility of its store formats",

The supermarkets gave evidence to the BSE inquiry and ail blamed their failure to adequately respond
to custamer concerns on a lack of communication by the then-Conservative government.

Morrisons marked its march south with the opening of a flagship store in Erith, Kent, and the launch of
its Morrisons Miles loyalty scheme. Meanwhile, Budgens opened the first of its planned "10 in two years"
petrof forecourt stores, in partnarship with Total,

SuperMarketing revealed that Croydon, south London, was the location of Asda’s pilot 60,000sq ft
home-shopping warehouse. The operation would target 450,000 households within a six-mile radius,
and offer 5,000 product lines, with order-taking contracted to a third-party operator.

Food Giant, the discount store format launched in 1891, quietly died after the last store in Lochee,
Tayslide, was converted into a Kwik Save.

Tesco opened the doors of its "designer”, three-storey, glass-fronted store in West Kensington, London,
which included the first supermarket sushi bar - part of the store's Convenience World food hall.

The USA saw the biggest supermarket merger of the year when Cincinnatti-based Kroger swallowed
Fred Mey:r.of Oregon. The deal, worth around #4.7bn, came close to giving the USA its first national
grocery chain.

Sainsbury's ruined a good interim financial performance by revealing second-half like-for-likes of just
1%, which It blamed on the "soft trading conditions”, The company admitted that while the Value To
Shout About campaign had been well received in the north, some people in the south "don't want it".
The City immediately downgraded its full-year forecasts from #815m to as low as #785m. Meanwhile,
Co-operative Retail Services posted a miserable #22m first-half trading deficit.

Sainsbury's followad Tesco's West Kensington store orening with an impressive 'evgrythln% that's new"
48,000sq ft store of Its own in Swiss Cottage, London. It included the chain's first dedicated Kosher deli,

november

A SuperMarketing survey revealed that 70% of British shoppers thought supermarkets were stocking
Christmas lines too early, after festive products had appeared in store in the last week of September.

Marks & Spencer plunged into a succession crisis as deputy chairman Keith Oates Iéunched a
desperate bid for the top job. A 23% falf in interim profits didn't help matters, and chairman and chief
executive Sir Richard Greenbury admitted: “It's a bloodbath out there.”

The British Retail Consortium reacted with frustration to claims from a couple of unnamed
supermarkaets, plus Asda chairman Archie Nomman, that its services were not giving value for money.
The BRC argued that it had tried to help out against recent press criticism on pricing, but had been
refused access to "sensitive” information by the big four.

Iceland emerged as the first of the supermarkets to sign up to British Interactive Broadcasting's new

service, Open. Chief executive Malcolm Walker predicted: "The future is not about the internet, it's about
interactive TV." Iceland's ordering service goes live in July.
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Salnsbury’s Prawn Laksa, a Malaysian microwaveable ready meal, scooped the Gold Q in the 19th
SuperMarketing Quality Food & Drink Awards.

Safeway surprised the supermarket sector by posting current like-for-likes of 5% at its interim results.
The company vowed to concentrate on sales growth, and dismissed concerns about a 17% fall in
pre-ta;:iproﬁts and declining margins, caused In part by its judicious use of the ABC Triple Points
promotion.

The much-touted Food Standards Agency missed its legislative slot in the Queen's speech, but the
Government said it remained committed to setting up the independent body.

Sainsbury’s began an electronic shelf label triai on a single aisle at its store in Winnersh, Berkshire.

Only Safeway was brave enough to offer a sgokesman to answer damning allegations of price fixing,
profiteering and mistreating sggpllers on the BBC's Panorama “shocumentary”, A SuperMarketing poll of
store managers found that 78% believed the industry had failed to defend itself well.

European farm ministers lifted the ban on British beef, enabling exporters to plan for re-entry into the
EU by March 1989, three years after Germany led calls for the embargo.

Asda attacked "bad value” in the UK mobile phone market, first offering discounted pay-as-you-talk
telophones, then slashing as much as 75% off the prices of accessories, much to the horror of high
street specialists,

december

SuperMarketing revealed that the Co-operative Wholesale Society was planning to rebrand its Late
Shop convenience store portfolio as Welcome, as part of its strategy to enhance its neighbourhood
Image and shift focus away from its larger supermarkets.

Asda's chief executive, Allan Leighton, was described as "bionic, but not that bionic" after he decided to
gk_e on the company's marketing functions, following the surprise departure of marketing director Steve

ain.

South London was to be the focus of a home-shap ing showdown betweaen established independent
operator Flanagans and new boy Asda. Both were launching major customer recruitment initiatives for
Christmas and the new year.

An unnamed supermarket chain approached squeeze-to-order juice bar operator Crussh to discuss the
possibility of making the brand an in-store fixture.

A report by Verdict aminously predicted that a price war was looming...

Document spmkig0020010926duci00r2
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Stores view julcing as healthy addition.

By Susie Whalley
313 words

11 December 1998
guperMarketing
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Internationai Pty Ltd.

Squeeze-to-order juice bars are set to open in supermarkets, with one of the top four muitiples already
In negotiation with new London juice bar operator Crussh,

The trend for juicing frash fruit and vegetables to make healthy drinks has been sweeping London, with
& wave of independent operators setting up in business.

James Deen, managing director of Crussh, which opened in the City in October, was approached by a
top supermarket within three weeks, He is now considering the merits of a link.

His Juice bar offers 32 Crussh fruit and vegetable julces, to drink in or lake away, with prices ranging
from #1.99 to #3.69. Current best seller Is Love Juice, which contains a blend of peach, strawberry,

orange and banana,

“l am very keen to develop Cruésh in supermarkets, as it ?ives fow capital expenditure levels but great
exposure,” sald Deen. "There is a great markst to develop in and outside of London, and public
awareness has increased.”

The unnamed supermarket is looking at the concept as a separate "juice booth” in-store, again with
both drink-in and takeaway options on offer.

Although Deen would not confirm the identity of the interested ﬁanly, Tesco and Sainsbury's are thought
to be the most likely candidates. Both are keen to play up their health credentials, and have baen
plundering ideas from the high street - Sainsbury’s opened a Perfection coffee bar in its Clapham store
in September, and Tesco opened a sushi bar in lts new flagship Kensington store.

However, one Industry insider said that sourcing good quality fruit for juicing throughout the year could
be costly. Hg claimed that demand for the drinks could be especially difficult to sustain during the colder
winter months,

The original concept was transported from California, which enjoys clement weather year-round.
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News - Juice competition.
66 words

16 October 1998

gesign Week

English
(c) 1998 Centaur Communications Limited or its licensors.

Another frult juice bar chain was due to open yesterday. Crussh, with interlors, graphics and identity
created by architectural group Richard Hywel Evans with Julia Bostock Assaciates, has an outlet on
London's Cornhill. Five more sites are planned over the next year.

Recent entrants into the sector include Joose International and Juice and Squeeze.
Copyright 1998 Centaur Communications Limited or its licensors.

Document dsnwk00020010922duag00144

2007 Factiva, Inc. All rights reserved.

251




" guardian

Now City slickers can get juiced up in a heaithy way.

By Stuart Millar.
330 words

15 October 1998
;he Guardian

English
(c) 1998

THEY have a proud reputation for hard living and extravagant socialising. But the first whispers of a
revolution in the lifestylas of City traders were heard yesterday with the opening of an establishment
which claims to offer the perfect antidots to the physical demands of late 20th century life.

A stone's throw from the Bank of England, the City's first health 4ulce bar, Crussh, opened for business
- heralding a trend which observers beiieve will rival the muiti-milfion success stories of estabiished
sandwich and coffee chains.

Up to 60 similar outlets will open in London this year, and hundreds are expected nationwide in what is
being seen as the coming of age of the health food industry - high-quality, tasty and nutritional food and
drinks served in a trendy, fast-food environment.

Crussh is the first outlet for James Deen, a former corporate financier, James Learmond, a property
devloper, and Marc Warde, the operations manager.

"It used to be the case that you had to listen to the Grateful Dead and wear sandals and have things in
our hair to be into healthy food, but that's not the case any more,” said Mr Deen, who came up with the
idea while he was living in the United States.

The bar offers a range of carefully concocted juices, made up from 30 different fresh fruits and

vegetables, including orange, banana, broccoli, soya sprouts, coconut, parsley, ginger and wheatgrass.
The drinks, which have names such as City Slicker and Rest and Revive, sefl for around #2 a cup.

Rod Lane, the nutritionist who designed all the drinks and meals and is a former adviser to Diana,
Princess of Wales, said: “Some around here are working 14 or 16 hour days and that takes a lot out of
them, Coming in here a few times a week will cancel out a lot of the bad stuff.”
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New this waek

221 words

9 October 1998

The Sun

The Source 6

English

(c} 1998 News Group Newspapers. All rights reserved

* WITH the trend for Central Perk type coffee shops showing no signs of stopping, the new branch of

Caffe Nero Is bound to be mobbed with Friends wannabes. But, hey, don't let that put you off popping in
- they serve a luscious latte here. (Caffe Nero, 62 Brewer St, W1).

* SEAN Connery fans know there will always be some other- worldly aura that makes the Tartan Titan
one of us, yet not one of us, Still, this video has a good go at blowing the lid off the myth and Kim
Basinger gives us her opinion, which must be worth a look. (Sean Connery: Close Up, Pounds 10.99).
* OOOOH, I could crush a graf:e - or any other fruit you care to mention - if | worked behind the counter
here. The Crussh Juice Bar aims to offer a healthy alterna tive to coffee and alcohol, so there's no
vadka with the orange, then? (Crussh Juice Bar, 48 Comhill, EC3) .

* This Jeremy Beadle tome is worth it for the pictures alone as the iritating funster has captioned them
with delights such as "l was broadcasting upside down wearing no trou sers, but LBC listeners didn't
belleve me. Here's the proot."

(Watch Out! Jeremy Beadls, My Autobiagraphy, Pounds 15.99) .

(¢) Times Newspapers Ltd, 1998
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FT FINANCIAL TIMES
Warld business newspaper

OBSERVER - Easy squeezy.

203 words
26 June 1998
ggnancla! Times

English
(¢} 1998 Financial Times Limited. All Rights Reserved

Hair loss? Memory playing up? Hung over? Try a “City Slicker", an intimidating concoction of ginger,

carrot, apple, broccoli, cabbage, soya sprouts and pineapple that Old Etonian James Deen thinks will be
a recipe for success.

Deen, tagether with old schaol chum James Learmond, is about to unveil the first of several Crussh
bars in the City in the hope he can ween offica workers off thelr regular fix of caffeine by extolling the
virtues of freshly squeezed, exotic juices - at up to #3.50 a swig. The former James Capel corporate
finance man reckons London Is ready for poflution-busting, Immunity-boosting drinks that are all the rage
in California, where he spent some time a college.

To help things along, 32-year-old Dean - father John Deen owned the Blue Star garage chain - is
planning a consultative committee of friends to promote the idea of heaithy drinkln&; itincludes the
equally exotic Yasmin Le Bon and Roderick Lane, Princess Diana's favourite nutritionist.

If it all sounds a bit rich, Deen says he'll also be selling distilled water. That should top up your battery.
Copyright Financial Times Limited 1998. All Rights Reserved.
Not Available for Re-dissemination.
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JGERHOTEL PLUS GON

BARGAIN/BOUTIQUE t

Eight organic eranges from Valeneia have teen freshly squeezed into this
biodegradable plastic cup. But for nesrly €

£3, we were expecting something ingre
magical and foud it tog bitter-sweet - retreshing. Lut not worth alt those pennies.

Crussh has pertected fresh frurt juices. Their faultiess
0J (squeezed from South African Orangasyis a Good mix
between sweet and sour - this fangy juice is just how it should be.

Cool off with Fresh & Wild's 02 mage from ivave! oranges
- this drink was darker in colour and had the most bits.
Some thought that its tiick, pulpy taxture was overwhelming.
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Xeira Xnightley's battle with carhs
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len MeCrory on her biggest role yet . ’/ W N
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) Chris Fung, MD of Crussh Juice bars, predicts...
' - ! Specific foad colours will become more important as
people start to understand the link between the food they

i eat and how they feel. Different food colours affect your
moad. Yellow fruits boost optimism and it's no coincidence
that sales of yellow smoothies like our Peach Passion
skyrocket aver sumsmer. We instinctively know what vur
bodies need and the future will see us starting to listen.!
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recentlv when
the chet
stormed o
mid-service,

] Atter waiting

two hours tor funch we heard 4
crush in the kitchen.” a customer
explains, An ashen-faced waitress
caime and said simply, “He's zone.”
Sowe went in and cooked ourselvos
mussels and roast limb.?
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Christian Sandefeldt, chef/patron of Deep at Imperiat
Wharf, Chelsea, predicts...
. Some fish and sheilfish stocks are 50 depleted, we'll see more
g fish from sustainable sources. Haddcck and
ced are endangered, but fish such as zander and perch (imported
fram Sweden) and shellfish such as Deven crab and hand-dived
.Y, Scottish scallops are OK to use, Visi: WWW.msc.org {Marina

Chuistophe Noeelli ks

» been spotred workine
£ in his Harpendoen
"o loeal, The Whire
Horse, *Tt's 1 bit mor
exciting than that,
pabeaplains. IS planning 1o apen
tea pubs with florist Kenuaeth
Turner; this s the first one.

Neil Morrissey’s

The 43-year-old actor and comedian and
former star of Men Behaving Badly lives
in Crouch End with his qurifriend Emma
Killick, a lawyer. As woll as owning
several restaurants and hotels in Wales,
he recently opened Hurst House, a
private club in London whase members
include alonn list of famous comedians.
' cuok three or four times a week,” he
says, ‘and I'll attempt to cook all kinds of
things. Bt | do love doing Sunday lunch.'
Who's on the sofa? Me, EFmma and
Tigyie, our dog.

. What's an the menu? Our favourite is
areal smorgashord, We'll have all kind of
cheese, safam: and other cotd meats,

- Py “ Sizwardship Council) to check fish are from sustainable stocks.'

William Sitwell is editor of Waitrosa Food illustrated (e-mail; foodspy ¢jbep.co.uk)

Goldsmith {left) got ’
inta the spirit as guests .
nibbled spring rolls and . .
Thai tishcakes. Spicy. o !
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Ontie gritt

what’s new on ' ) " "
mﬂ a Uipcuu E1.10 107 300g

\ " 0208741 21433)
Londun's lords and ' " x
ladies, including ) 31
Alexandra Spencer- e *2;1;‘30 e 30ty *
Churchil, celebrated R L)
the launch of ULuvka ! . i
vadka at Drones Club . S ' 4
by guzzling Sun & £3.50 lur 400y * *
Moon cocktails - a mix GRLCH ) : *
of vodka, lime juice any . i
pineapple purée. 8en

Sl Fros! destribes hen dietary ifigsyneracies

some nice crusty hread and crackers
and then some pickles, mayonnaise

dnd Tabasco.

Pudding? Anything! | love sweet things,
but a good apple crumble - hot or cold -
dnd homemade custard would have to
be my favourite.

And to drink? A glass of wine. red or
white.

What's on the box? A qood
documentary.

Neil Morrissey co-owns Hurst House,

a private members’ club and restaurant
in Covent Garden (020 7240 6131;
www.hurst-house.co.uk)

(RGANIC TOMATD SOUP

*
* .
1 *k
|
**
li
x| *




Whal's new o
the party circuit

Rémy and Olivier Kruy
mpped over from
Cihampagne lo celebrate
their Krug Rnsé at
Debenhiam House. The
graen-tiled £27 million
mansinn was the perfect
hackdrop for a night of
overindulgence. Guests,
including Giles Deacon
(Teft), piled caviar and
sour cream on to blinis
while knocking back the
Kruy. Top of the pops.

£4.45

E380 (e 7mer 53

fadit ez ehy

£215
B ghtee ]

kr,*r *
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% x .
Yt ph 4
U
g

g ki your? sexy, Penny Lancaste




BStaurant hites

Tl Nottine [l Kensington

e st B

wnd e prospect ura el of
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stabiing Rowhey myiat

Aot e afowed to ey e,
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% Asthe capitads chets
g “plot ek sahenis e

B0UPLs o \icrdnes oy

J \'P_\ i celieve hoarthae
e Osborn, o Pied & Terre
arlotte Sereer, s eine e
osite T, bangivgy ldes for oo,
vplains, Wepe oing

Sobre comnnal
nraith wlole
“dsuehlong pios
Srelihes Theee'
cieaf g

vesruehbish
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Foud Spy hears of uproar ar Boisdate,
The Scoutish restaurant in Belgravia,
lamed for its jaze, whisky, cigars and
greatmeat, has shocked regalars by
including o vegerarian haggis on ity
Burns Night menu, Owner Ranald
Mucdonald struggles to defend
his decision: *It's a non sequitur it
Jdueso’t make anysense,” he adanes,

Weird focaging mament, Repores
reach Food Spy of 0 man in cher's
whites spotted on his hands and
hiees beneath e elovaced section
ot the Noerth Circular, [nvestigations L
cevenl the iman to be chef Oliver
Rowe. TIe's pledied r souree 1)
ingredients for his new King's
Cross restaurant from
within the Tube netwark,”
esplains m associae,
amd he was there
looking for mushroams

g

Natasha Law’s

Jude Law's sister Natasha is a fashion
iHustrator and artist: her fiqurative
aluminum panels are popular it
the Notting Hilf set, including Sienna
Miller. Natasha, 35, lives in Peckham

I Marlf lankel, chef of the NoRing Hill Brasserie, with her bayfriend Finton Ryan, a
. predicts... v ) comedy scripturiter. Her 2006 diet tip
- My ot ingradient for 2006 is rapeseed oil. it's a great product is don’t drin’, don't eat hread ana go

un Sitwell is editor of Wailrose Food Wlustrated (e-maif: Togdspy 2

Whats new on .
the party cirguii

Plates were piled
high at the Meridien,
Piccadiily, folipwing
the apening night

of A Man for Afl
Suasons at the
Theatre Royal. Guests
including Carale
Caplin (loft) feasted
with glae on pumpkin
gnacchi, oven-roasted
veg and mini breacl-
and-butter puddings -
all washed down

ith a glass or two of
red wine. More-ish.

that should realiy take off in Britain due to the fact that we can
inake it on our nwn sail, unlike ofive oil. t am all for the idea of
cutting dovir on frnd miles and helping the environment, and
it's alsn hughly varsatile. 1t can be used to cook food, but also
has a mellow, nutly flavour that goes perfectly in salads,’

Jhep.co.uk)

travelling. Natasha rarely cooks (Finton
usually takes aver) but she can, she
assures us, knack up a roast chicken,
Who joins you on the sofa?

Ay boyfriend Fintgn. Hopefully our two
girls - Edie, five, and Ondine, nearly

Onthe gpm DETO SHOOTHES

Hiwe K, * K
(rapurenatiorriazaoy) 4 *
% ,i' v ‘A"A—
E175 e 150 @ (020 850 Sa3m) :
N1gen 1
* %

£3.30 1 150 @ (snwecrussh.eom)

& ot Yl el st chosga

one, would be tucled up in bed,
What's on the meny?

Finton's craamy mushroom rsattn vith
lamb’s lettuce and rocket salad.
What's on tite hox?

Comedies like Seinfetd and Larry
Sander's Curb Your Enthusiasm,
Pudding?

Now that | am pregnant, 1 fove a gnnd
chocolate bar. Usually it would be frur,
And to drink?

San Pellegrine mineral water.
Natasha's solo exhibition *Hold* 15 at
Eleven from today until 10 February







ol the
arimnal me e
o the term
‘Brasseriet v g
resturant where
Teer was prodoced - the
cacly oy French wquivalent
al e nicr b oy Lo
Sesontmporary London th,
word eovjure. up yrelaed
Hohanent with
lity food. My
Feii s necesarily; just ot
o deditess ody and o
decentalue for oy,

e sponynious Sam
Hlurisom has antempt e
weereate dus a'ong with
A bhuzzyinformagl, all Ay
neishbour) oo bar in
Chiswick’s Barley Mo
Centre, one Ume paper
fretery and ow home
[ some DY or 5o siall
bisitcasis,

Tl spaes i, Lirge and
industriad, sultened by
contemporary, relaxed

Jinive estals

turnishings and Hattering use

of livhung, The i eceupicg
one part of ths cavermous
space I a g pow of

mtine loking coe-fage-
o banguettes running
benearh the windows; the
Drviseric bit occupies the
r st of the space, is split-level
and, although looking
langerously cluse to
unuervingly smurt, offers
P per menus as placemats
inst ~1d of linen napery.
sitting in the bar one
ceening [was seriously
impresied to discover that
e bz sy aumospliere was
buing penerated by a clientele
that spanned alf ages, ench

WHERE 10...

= ZANDER

45 Buckingham Gate, sw1
(020-7379 9797),

Ditch your partacr in style and
they'll remember you fondly in
the future. This superior ccekdail
bar is just the heket,

RTHE POLO

The Westbury Hotel, Condut
Slrect, W1 (070-7629 7755)
Alternatively, take them to the
worst place you ¢2n imagine, on
the basis that any memory wil!
L~ heter than this,

laoking equally comfortable
rubbing shoulders with the
other. It is seldom, these
days, that you find 1venye
catering to the noeds of

all the immediate local
communitics, and a
refreshingly comfurtable
change it is toa,

Cockrails are priced from
£330 and the short list of
ten will change regularly,
apparently. I guess they'll
improve, given the P
ot time and experence of
the staff, but there is goud

® PITCHER & PIANO

200 Bishopsgate, EC?

(020-7929 5314).

Chaose somewhere loud so
you're not pverheard when dning
the nasty business, This glaca
aiso provides both of yau with
the immediate prospact of
meeting your next date.

W THE GREEM

74 Upper Street, N1

(020-7226 £595),

Tell your about-to-he-ox-partner
it's nat their fault, take them to

11 Barley Mow
Passage, ws

(0208987 0555)

Mon-Sat
ringe of beers Jantmidight, | o0, with 15 white
Sungaotpm | 1o nine ced

including draught
Staropramen, Lete
und Guinness, and
bottled Asahi, Zatee,
Bittburger, London Pride,
Pilsner Urguell and Peroni
Grund Reserve,

You can go to Suam® and
just have a glass of wine.
Happily, many do. und why
wouldn't they given the
depth and range of this
serivusly erudity, ireesistible
list of mostly New World
offerings. It's well-priced,

thts hugely popufar qay-friendly
bar and tefl them you're
censidering your opticns.

W CRUSSH

48 Carnhill, EC3 (020-7635 2175),
If all else fails, insist on an
alcohol-iree future and start by
taking them te Crussh, one of
London's best juice bars, which
offers a massive selection of
freshly squeezed fruit julces, tow
fat smaoothies and healthy foods.
Should be enough to got your
partner to dump you.

available at under

£20 per bottle and
there’s an applaudable range
of bins by the glass,

We ducided to eat in the
brasserie, but the sniffy
maitre o' clearly didn't like
the cut ol my jib and, itter
what seemed lile several
minutes examining his
(almost empty) list of
bookings, relegated un to the
mezzanine arca, which is
virtually a service-free zone,

The menu includues o
million things you expect
from a brasseric: stenks,
salads, mussels, and
substantial modern British
dishes. It's all extremaly vael)
prepared and reasonably
priced (for Chiswick) given
that starters avernge at Yo
and mains at around E13.

Sam 'The Man clearly has 3
suceess on his hands and '}
be happy to make any
number of detours in the
tuture to enjoy his brand of
quality hospitaliry.

[
I
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LONDONERS aya
ahandoning heals
in favour of fruit
trinkes hecanen o the
heatwave, vetailers say,
Smigoihie sales across
he capiicd nie sati (o
have wore hair donbicg
sinee feinperagires
THArSC.JInien gutler
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Crussh said it was now
selling more than 3.50n
smoathies a day,

“I'copile are coming
i the Tnbe ang hnises
hiot and dein dratad
S0 D Chpig Fung,

Top s~lore are peasr
Al i ang cherry
and o vopn,




S PAS struggia
ey n P
L0 02 r2CoUnissd

PsOLAL asans
e e the some
! Fovshsnrs and siress
sa e Lasaes, bat
diart i the s comie
o e iy anoche Phat's

coediag o the laesst okl e
cotormm i fieeTem Tadin g
et o Sinstean st

U rr s Pl i ) seepe
wnel P hsiead 1 thol,
cr o bager hones, wath
ol
e s alearls b ocoming
Cnban o cpeeled Y suhopa”

Pt S widan, 1K distret
dre e DT Onr
Voo el that avaand 21
et s ot etasial

AU PLUCHYE I moee ihan
Hehones” ovondime goweek md
For e i 1 PAs thn 113433 to
g AN 0 Lonrs e

Woioyingly this trend o ot
s is vitstoll sne 12
et gt sontar PAS o sui
S allbealth as a0 result of
Hede Fard vk,

“IUS ol just e Bssue fur PAs.
cantinaes Shortdan, * The eure
sl buovant market places a
bt apectaton on business o
Aeltver and oo ryone gets sucked
Pt decing bavder e arowil),

AR IR PR PN B R Loan laiigye,

Y

exeessiee honrs b iy o

Raw deal: many senior PA: ara eﬁectwe{y managers buf v-nthout the raward

Aot o ettt -tﬁu'l come with 7am, and then, aftey finishing hee
i (l:ly's work, would pm in a fui
Gillian Hi(:hnmml. UP\ dmnmun i

an enul mnu.a (omm:!-
nwnt. You have to decide whether
you're preparad to du thai, aml
whether the rewards on offer aye

2 role as 3 profos.
ot just a jab, and that
meuns '.\'orking outside lhc ‘)dm
S. nior P\w are now effecuvely But if you want a challenuiny

tevelop professionally she adds

easaan:ihilitine ol thore hagin o a nav nfr

naticrs ™ N zoud w oyl Ly
thrsliip o ovied b ald s S
yot worh radi gparat Moy o

'._:lu/l! Doves 1ivde the g ot
aftornea et qonthph song 7

Firtaneri . Py ore g o
crvrd Necumibin e o o
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Beoonly beauor vent oot g
(IR PR R LA ST T T T N I P
Lt eins 000 Bat i et
whenes abost moasy S0 Sien
L ool b st ine et
resudts nthesvporsis dhu ™y
st oof elnun stalt woehi 4
ot ossioadd ol ety
RUINER HER T N n.! |
P per cent said thes ‘1 Wy,
ti s

Catrion. © PN oa oo

divoetor in the g s ense in

puint. "Sewe nr boss ook o
maoie responsibility List v, i
has been traveling coulal |

oft nao with him, which roauhis

i huge amounts ol overtine
and buing epocted ) Jon oy g
short notic-" she enplia;

S has azeeed o pringipl s oo
eral Limes o 2o day s G -
but in veadity B novor allon o
Hhee time o to o pL B s iy
house vecenty, Thad 1 be o ong!
all v, and Hs iner aninal by
to o the ottt op e ™

So what ey sou e L hen
sou're stuck i cyele of lon,
otrs and stress, with dind-
appreciation? “ldeativy © o vou
boss the ohjeetives of v rih
aiud \ci nasuralde s
advises wirthor .m.h.n vaenaeh
Sally Lonwsen, “Thev way yog
can Loty 30 what's e s done
and what fa'e and ensure ve're
eiving vour time and enorgy fo
priority faska” Awaws anproach
vanr hoss with fets il v
doace, shendds, not coinplainis,

Then. counsels Longaoa, imoes
tigate ways to work mose Sftee.
tively, "Newtwork withi nihei Py

and shars best wetedes,” she
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lozanberries or avherries when thev are
avalable  Iargely because thev are bigger
than ordinary raspberries Thew serve thom
with 2 trickle of East Bnd honev from a
Londin beekeeper and some delicate goat’s
curd chrese.

But i s debmahle whether these largon
Meshier versions area hoge improvement on
the yaspherey The beanity of the original
it isa sharpness that erves them tar more
suphistication than the sweeter, hlowsier
sirivcherry: These breeding prograntmes all
senmm o b anmed at bringing raspherries and
st berries closer toether - - at Sellvidwes,
a Duteh hvbrid ealiedd the “strasherry™ has
st been introduced.

One of the best ways to capitalise on the

N e~ ————— aspherry’s extraordinary fruitiness is to

make raspherry vinezar Fill two-thirds of a
LET'S face il. raspberries ave the slutsol the preserving jar with raspbervies and topitup
fruit world. Raspherries w )l kick np their with eond quality white wine vinegaranda
heels and have a Ming with st about tablespnen af sugas Seat the top and shake
anythinein the nrehord, from the hack- it whenever you oot the chance
berry to one of their closer COUSING, overthe nest three inonihs. You

As g resull. there are will then have a taste of summerto
now all manner of ahnnst. hriehien winter dirssings and sauces,
raspbherries elaimma to b For a more innmediate selfindul-
Jaruer jnicerand maore relog- senee. fake a ponet of raspher-
Il than the traditional ! Hes pud them moge bowl witi a
VAT Theee davs they enmp chakeof caster siear and twnmea.
in a dazzling spectrum of suresef Framboise lgquenr, eover
white, vellow, oranae, pink. etl. anfd marinate in the fridee
puenle and black., overnicht. Next dax: fold the firuit

Some authorities think the Ml jureesinto thick Greek vochur:
name N._Jn_i.a:._.. came abeut el serve,
hecaver unbike tie smoath blagck- The Rivington, 2050 Rivinetn
berr this iy herpry “roege Noreot, B pemn T 700y,

e v doey D e Cruossh hove Plaee \01
aair pechlon the s (20 ThA che vy [iase, g
promseuntts i s 2ioen rae 4 smeniye neds vraspherries, medium
host ol eppgens ke che Tozonbieg manyrl YA ey
ATer the 1Gth congipee e
thetavig g vl ey g
weollier Neny P

Neav zealande) Setridges, W ONInrg Styeer AU

’ ey CEES per 10ha
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Savour the mix of Asian flavours in Singapore
he Hungarian Grand Prix gets ready to burn rubber

VIP TICKETS TO THEMETRO WEEKENDER

L CKETS TOHIT SHOW SHELOVES ME

DM en P e P st s e g, NI
+ I

CRUSHH 1 vesn dn g I 3
haatt an ST ALIgE 0 e .
(IS DRSETI] S FAE BT Eq
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CRUSHH 1 30 Rathbons Place, WIT | Tel: 020-75636 9808
Closest tube: Tottenham Court Road
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s fai1 20 say thar this i3 tue rpa uf y23r shea mana, of 43
di tilled with g30a mgent: yas, 2aveqally to gut fit 0.
3 ealtey, Gym ownars (9 s it - mein9€iships are bops!

e - ut e har's tha point of 4 S.A-[3C ¢ yaur insides yra
T2 b2 3 canof Speci. Bra 2

Resuutioms iz eys;ty Maze yer 390 rarder tg ceen,
dod e 3s a2 surely campounded by tre dearth of 3004
TINS5t sy aimted lire ‘0 lunch. Grabhing a ¢offee or the 30 kas beromre
Eredanga gy e g PRIt e a1y e,

TR Sume geapks g bandnr gre g they @k duse 193 CRYUSSH bar CRUSSH as specifizal /
L R Ne den gt dlternggiva to unrealtny fast food, and vith healtr prictitionars increas-
R A e ey g gieleme ups fo- Htigue fike coffes 3nd 1tifizaal energy drinks), it's
Tt that sho dd sors g sty

LI N S G e e ] fedety.adntse - and o you can't indulg2 10w, v he 1 - an you? - hyt
SV s e e ey fenling 33 tnan brizhi-ayed. S, CRLSSH Fas came yp ith 4
FE O CERS r puag ye Budy 100 s g gve you 3 boost of 3ntiorigants and J11aming
SRR 0t s nerad-ents | ke tha \:ai serry fram 8r1zil and tne Yuzy, Fruit framlagan:,
TTLRLSST i e g tay faa, dauy fre2 0 f3t, whest frae aad seg23uan. Bul, most imanr
LR sty o,

SV i dauae o M DI IR PEF IR AN 0r22"%F3st, you cauld start tha 437 w.bh 3 Graer

I N I T Wnles, cucamees 1015511 3ch) and 3 bowl 2fparridge vath soya mil.
el e il gy 3 el g Lam durata3a Saulash 33UD Wity 3 Suder juice ‘carat,
SRRt b ] acsiper, g Sleight's g biz1s5a, g 'ight vaight organic Rast TLimato and T1yme

OSSR S i ey a1 T And if you're startinz to ‘lag around mid-
P e Tinee et ¢y gy Sl Ly ity what it says on tha e, Th2 dadey ot 311

R S T S P T

Fuoeen s Daddy Detex - supe B mix of organic cuirts, frest 0ra-g2 and neet-

B R R T TEDIEATIN, But Yo g s 1t w0rk Andrew Copesiake

TG SN s, 04 OIHO feiny Crussls (om, Pricas start fiom £1.4 for puices cnd £5. 30 forsaups

AP TRE W

US's 3210303 massta 7,

TR My,

Selected by Trisha Baath

from (eadarmanns, pro-
ducers of international award-winning yines,
these three affordable, delicious wines are groat
for celebrating the New Year

Asien
un from Ordinary Cava, this 2252009 BRI LYTET
trom one of Snan's famoys Cava peendnzers 5 alj.
SOus I SRUS oty dassy (ad high Qarrirtaze
Cnardunny tlerded athly Jrages)in ke ey
Y, Brsculy aomas i ¢ Wy texriuge R pe rag
apeles vith atouchof or in g peal g {rami b
bles make your mouth water (2.3 S Paar
thaa Champigne, mAKINg teaer o iha 3ty
ach. and 3 graat sparint Th hgny RN
able forvegetaiizn g ye gy PRI

This Pinot Noir comes from Ch-le's faimeus
Casablanca valley, a region that produces wines
with more fruit and ample body thaa many a
Burgundy. It's rich and super-ripe, Jith toasty,
smoky aromas giving away its secrat of being
matured in French barrique. Wondertul raspber-
ry notes dominate the nose and cary throuzh o
the palate, where the smooth but firm tannins wil'
make a great match with pan fried, roastad or
braised red meats or duck. If you can bsar to vait
before drinking it, it lI improve with aze,

Biind River Sauvignon Bla v by 4w
oped somatning of 2 r:it ollyzing Tus 5 4 500,r
Ning w2 hom L2 best Sauvizann Bl wre
iNg ared in Haw Zealznd, ard sipws typiry
800seberry aromas int armingled with wew'ic pafss
of papaya and passion frut. Thare's 4 ot !
barrel-fermanted wine in the hiend, tag, wh b
adds comyl2aty and toxt e, aud o Wity yy
this wine is 50 paputac SIS DY At w g e,
ic length with a 19 «ch at meeril g unth - finisa
complet 2 the piciurs

LT I N R NP RO

for information on the Kerdernanns Puitai, nsy!
senereh-kendermanids

Ste-naans fie ne wn g SIS i 20 5 3 e ey v F e i

wd o Festeal Fud 3t mors ag s o mthguinetontantanme, yix oy
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ANGELINA

45T Linme
VIZ SAY: Ful ot sursfacds i
Tiaizs aiguea Shinny
Jrez2oand 1 Seincy Shot af
Dodtoe, e aed vhen i
sy €3 amins srzg cabs
AT EMr gintG rat

still true 4o its rocts fruit o
blendzr « rothing else

/ ¢ THEY SAY: Luok goacd. feul
uasd, werk perar
WE 34Y: Akezd ot tre game -

l Bizrores 3l coer Londen

N AUslraca Ciming te
noPesta lzi s, aor
THEY SAY: Criny T2,
!
!
1

ORDERS JEN:

. TOMBY JuIcE :
Inspired by the Fruits of Sontl.
Africa, Zomba started in i
London but plans to go !
natiorwide very soon
THEY 3AY: Dencious. nutritious l

and energising. "

I
|

——-—— 'WE SAY: Strong 2n speciatit,

, braws, for example Grzen

' Maching contains proten
i powder, spirulna and honey
i

ISR I I et

Tha home: of aincutin=
IMProvIsation. wath toe e
bars i Lenann .
THEY SAY: Froher lhan

the freshest,

WE 5AY: Hava 3 shot ¢t wrs,
prolein povrda (adcizd by
Gwyneth Paltrow) waith yoL

D omusshin Toe Lijued Busaks st

R LT T —

LOYZCE

Boost Juie tied, and tapad

1 buy this vl oul lastyear

Mow Lavejuee have i ory !

swes arsund e Ui :
HEY SAV S 1 et 3l chan |

VIESAY: I r= vait witam:

anu harbs. Enaneyy By 0 !

CONAINS g 221 7. guz M 4

| eslract and kel i = " act, ‘

i

-
Lancer smacthe with healtn-
AT .CUAG beries ko acenla.
LN
L
)
Who's winning

i
i
i
hem Gotober they'n go a breast l R
|

the juice wars?

Smoothees are the new coftee, and juice bars from
trovsd the world are tighung for a jrlace on the high
stroor o where we guaft 95,000 licres of che stuff a day.

G bus woswrr and s 165 verdwe. .,

AS CHOSEM BY. ‘ i ; :
Voalth suit £ Yo oY Smwootlue shops aie 2 welcome new high-suzet tend, These ate the best
G alth aditer b ¢ I .

of the comperition. using the freshest ingredients herbs and superiood;

Brigid Mass

123 erbs
A smoothie 15 3 great energy boost (f vou'te exhausted oy shappg 270
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V/aitrose has relaunched its party food category with a
30-itzam product range including meat, fish, vegetanan
and sweet options created for the Christmas party season.
The design, by Pz arlfisher, uses a minimal and simplistic
approach, using faod photography to reflect both the fun
nature of the product itself and the creativity associated
with dressing a table for a party. “Convenience and
indulgence ramain the key drivers behind any party food
range,"” says a spokeswoman for the supermarkot group.
“A31s who want to i impress but have little time to spare
are the key customers - people who won't compromise
on quality, but who still want to impress their guesls and
appreciale something a little different.” On the back of
the pack, a message informs customers about the
Waitrose Entertaining food ordering sarvice,
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heailhy foods than at a high-fat fast food chain. but that decision IS up to you

The distinction that separates Crussh from its readymade competitors is the commitment to both freshness and vanety,

not just serving something that looks like it was packaged recently. Thumbs up if you're looking for something new and
healthful for lunch

I.J - December 2005
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DRINK PIMK IN AID OF
BREAST CANCER CARE
THIS MONTH

) B Cvoryone, vven if it is stored
} PR somewhere at the back of thair
pages of llst minds, knows about the 'five 3 day’
deal. Knowing it 1s one thing,
adhering to it s quite anothar, But

our essential guide AT

especially since eatirg plenty of
fiesh fruit has fong been thought
1 lawer the risk of developing
rancar. Frash fruits are chock-full
uf cancar-fighting antiosidants such
a3 vitarnms C and E and the "Pink
Drink’ sinnothie 's no eiception
Thz *Pink Drink’ pack; a powerful
unt cancer punch, combining some
nf the healthiest super-fruits on tha
planet 1t uses the famous Acerola
“heriy from Brazl - a berry that
boasts up to 300 times the vitamin
C of an orange The Acerola 15
Als0 rich in Vitamin A, manganase, Blend the Acerola zherrics, the
potassium and carotenacids. cranburries together with frash

It doesn’t stop there The "Pink apple juice and some low fat natural
Drink’ also contains the cluan yoghurt. Or altemat»vely go out and
ang of cranberries - a North get a Pink Drink from a Crussh juice
American fruit with proven cancar. bar and in doing so support Br.:ast
tighting properties Cancer Care this month
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London’s top ¢
climbing wal

GCTTVE PEQPLE

fr order to

celebrate ther |
new store on b4
tne  Strand, .|
Crussh s
offering every
IAACG reader
a free smoothie =
this month. Just take this magazine with you
and show it to your server when you buy any
soup. salad, sandwich, wrap or porrdge you
will be given a medium smoothie, mace fres)
hefore your very eyes. 27
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fresh:,

Did yiiu know that over 209
of the Br.t:sh population s
affected by altergies and
this figuire 15 increasing by
3baut 5 % sach year? One.
of the best ways that JOou
AN Lt your Susceptibiity
ty pollutants in the air :g with
an air purdier Bionaira #
18 the market :eader 1n ar
purthication and their range
of air purhers hava ajl been
approved by Alergy UK
Apart fram allergies,
tairsers have baan shoan
trieduee headaches and
credate a more pleaszant
atuospheare wdnors Tha
Compact Aur Purifior With
tonises (BAP2421 5 the
pertict combination of ar
Furttier and womser This
CULTs ust £2993 and s 3
4raat sowtton for smailer
rooms ad spacas For
further mfsrmation on the
Bionawre 2 rangs and a
‘it of stockists call 0300
0523515

) I q .
Beyond heaniy
The TLT.(LTrJ;) Lina Therapists) Acadamy regemly
selebratad ther 4k annwersary This tughly successtul
tenming schoo! for buauty therupists is now training it
Students in hohst ¢ thetiaping
Anyons Ioul.ng br 3 carear in houstic heaith can tran i
<erylhing from shialay Massage to reflecology. Larane

Morr s, Principal of TLT Academy
strongly baliavss in the efficacy of
s, Rolistic. therapias and 2ms 1o croate

A tenlre of excallence for the traming
- ol helshic nealth practitioners.
TLT Acadamy is highly focused
towards helping students achieve
31 Careers in the ndustry,” says Morrig
Thor sutcess in domng so looks set
I to continue, For more informalion on
TLT Acadeny wisit www.tlitacademy
co uk or call 020 8462 3669

2alin

Laraine Marris, Principal ot Tep
Line Therapists Academy

LUTeCH
Childran (and aduits who buconie children thesy
gt hurt) will lovs the new ranga ol h :aing ramen,
from Dr Greenfingers. For example the Bumps 1
Bruises Ointmant is made using fresth anvea Mowers
and s a great natural remedy to wonthe yauny ko .
Your kuds will love the brght. cheerful pakagieg
and you nught find it easiar to stop the tears with
the magical stories and ‘Bravery Award’ sticker ; :
procuced by the nnovaliy» company The range of .
procucts start hom £3 95 Visit wwww drgreeniingnrs

co.uk for more infarmation :
o s e
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e - oL - e 3 ‘
\ l" V\;a . }A‘! ‘2‘ ""‘ﬁ’%{:‘ :
n . . 3y R
y by
VR G WEE L
| . Adtisepti. WOIZDTmRYRWOT o
B[’M; * {;;ng S’P 4y Z4a mﬂ'cfﬂ' 13 )
:Zf,ér—"es Grazzs Fisteh- Up Plasters e
Soret gty Anta
i

] L

I e
porridge

The Glycaemic Index (G 1) diet
Ras recantly seen an upsurge in
Fopulanty with many celebrities .
swearing by foods that slowly
rel2ase sugars into the
bloodstream.
Inwnter this generally means
porrdge but what to do in
summer? Wall, lsading London
jiice bar CRUSSH have nvented
the summer porndga. A mixturs
of oals, low fat yoghurt, lopped with
seasonal fiuits, the porridge is going down
a treat with health-conscious commulers
The breakfast treat 15 priced at just £1.50 -
tor a madium bowl and £2 for a large, T
Visit www.crussh.cam for more on the exciting )
warld of healthy, delicious food and drink options.

“Am
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13 more sopiusticated wvith
an adjustable surface, storaga
tpuce fur reustance bands and
Jresssin wbich to placa the
rigarces bands for upper
b3y workouts,” esplams
Grsup Eaerose Manage:,
Argiz du Plessis

s enatie and ample o
w22 1 can ke employed to
SLPL 3 4ast array of
e«rrins, making it idea!

Ir.r 2o dasses, particularly
Steg and resistance formats
ukz Rockek Reps and Body
Cor. Jworurg, as well as other
ot tazzd Jass tormats, For
setedhy Of dJasy bmes, check
12 ra0sita of contact Argie
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Corkiind nd Lordon wrtist, Gilli'n Burrovs, (and RSC member) s
produccd news handimada Lands whith you con view at
warw.artlsrgh.com and dick on Gallery/handmad= cacds.
Huahok merebers can enjdy 3 10% discount on Christass cardy
Zngquitias o Gilian burrows T artistgh.com of pleaze tolephone 020

7315 9335 and quote your mambahip number to obtown the discount.
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hram hongme ¢ Ymeea 3
Lt Dot sandwiches melude smoked hicken
N avocado: poacied ek ~lads wnoly Jam _
S st beet SOwaten e, g L sMhed salinen

wheartes ndw W Then s ol A A R T

e eahmoed ot

ih

It viage




Ve . T s Iy ‘ %
U R AT R N AU I/ , s o ‘H".".' SRR RN
KEREImN AT HHH «‘ A H'f!l[ Tt Wi Hlmh AL
X - . ,
. |
i
MR e test oincoa oo
— iiin o ant a3k Vlocor peoote cont s b Phecass o coonn e
E P men ad womzn abont ey L A e e e o e g
) - e . b plavis o e Lot 1ol
! f o LR H ; ’ )
. o A Mosg do e rinch s it o, frvedmoarory pa o L Lot Lo
) P USSP . Al pia oy Vel '
y caadly oals v ss the unper alss A e e P v e 1
3 Clotiroedscd Bl o o e - oo i) . ’
' 1 . Fhing Like foo e winde TR T TR T
[ I T BSOS AN AN S IR Y] 3 Lo i s . T
’ ’ . puting youe ol oo 63 o wds Ponert the <ol plon o 1l v
[T . N SR e e e N !
- i o the back ai von e g dovp Fook cond v o
o o s P st v s s i) wali
; L . v =0 o L P 1 | AR
I LT Fveethe To o e but von sl "
. vie ki
S L T R ciizige e s Cles waith vour i i
Co gl = o o Levou do o dhin s ey o L
H B T HdD And Uat's e aspiitun! . '
s T . P \” ds J“ ol Ih. Vot od e T
S robeesaes are st e hose savie s e
, ! ' i f | \ . i1l XA Ll:!u‘ 1 \\h'...l( 0ol )
s Poverab b bear die breanm ol : b ,
. ) oee s R : e : AR BT TS
oy o _'I‘I:‘.Lw;'ill‘l ‘!521 ':’ll' 4\.1.;(‘4\1]\;1 (h_-”‘,..“, wer i ”””‘ et U } e T '
. ' T T I ST
Do e e e oo L TR S T IO N FYSTC ETRRENOTS Potr e roriee Thosedee oy
U AL I VA T l':}"‘i BRI S fons on A B o v b e g eatielotectiuin Hod e
4 ) v L T . i \'
oy, URCHEI VEIENEN I P I vrovad nnd Hiesonan g g, AN el
Lo i sadio e vt o by bl TS P oab b
WOl e g Vot e sy penly [ [ 1t Do o Dl IR TR IR P IO
ENTIHTN R UTE ST 2oes o son couhd e S b bk
cie underb iy problen, sociabad woh o Ded o poaer om o e
Vbbb b LY T P T e o Crhboup en
oobb oo brow e o, s Prinkmis dor ol vata i wre o URITRILINSTONT
vt e ander by iafes oy b e Al e i b, oo haimpe B eal s ol
vl b chise e depeed the Bigecs sou o he o vy 07767 (23 41S
R P




livsa High Soent baite which
willpnteh the Zea Roost AR
Lovednice and the Noep Dot
tier Ggainst the Green Tea
Pineapple Zen. fna o ontrmpo-
LAt ecmivalent ot ihe 1999z eof-
o har show lovwns:, an Ags-
tealinn juice b W chain which has
Pdionthe A -Pavifie by atorm
& moving inon s YT market al-
reardy wor th more thin C100m
nd doubling « - e
Thalendivr UK operaior of
“omnnthie™ b g npened its 1th
branch, inthe Strand, last. weel;.
The company, Crussh, prediets
it and others will have dislodged
coltoe bars from theip position
onthe highsweet within 15 yews.
Butthe arrival of the Ausiralian
eompany Gonst Juice - which has
Jusl announeed it wilj open n
Maachester nutlet later this yeny
with more to fallow in London ~
meanz Crussh will nnt have the
customersall in themselves,
Bonst's ooy aogg raordinayve-
velnment heaan in a ganrage in
_i::,é:J:‘.>:§;J:,,r:.:.__.a Tn-
nine Mijs beean blending
stanchies (ko i he uninit infed:
Aiinkamadewith nqinea nmils,
miersand daiy prodicts, sompe.
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e, she fhea i oy
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vty
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lenina ikis, she ionuder of Boos;

2000 and eventuallv across Aus-
tralia, New Zealang, Singapare
and South Korea, The franchise
-knovnbyitsarn nge, sreen nned
vellow sju Pliones - now hag 180
sites offering smoothies, juice
eoeldnileand “mudicinal” diinkes
Inead with camomile, possjon
Nevwer aned frmap bah,

N danchescer AMa gl has
stabledimon o f appehjson with
ATAPIe ety aeamd: ihe
BORiNesGn n Dielyag) OSull-

Juice, iz

van, from Buiv, who sofe his Mil-
liezsCanldes fimyioeal oring gt
Compass for £2min Decemly
2002, The £Am ARKING price pea
videziniden ofthe brand’z worth,
“Tlopen 10and ceo whers Il Gonas
from there,” said Ay O'Bulliving,
“We will 1 the business from
the nnrth-vies( and build i,
like we did with Milliea”

The suceess af By ain’
sonthie prodieers providec
grounds fov coy iders e opli.

S smeathie boy? in Manchester Iztae

s nnoeant, imwnded by three
enrreprencis in 1OR, nowsell.:
amillinig siaoni hiss a weelz, con-
tenls 56 perr cont of the Uk
Amoothie ot aned oxpeelsit
A7 sales to donble this yvenr,
Sioothies are cmnlortably the
it psg mowing seciorin the enfr
arink<aar ket {he researeh com-
P IRT vecenidy fonne (h thes
PR rowInT At afo nf 150 por
st enimpared with geowt b of
SO percent e ohillod juiene.

this vene mirmag

[N

But hehind the Roarving
stoothie sales, i ritionists aye
cantioning against oversstimat-
ing their honefits The Dritish
Dietetic Assnciation has stated
that a smoothie zhould aceonni
Iormore than ontai'the recom-
mended five daily units of {ruii
ndveactables, while Nog Kauf-
an, p:_,..,nr:.3._,52:,,:Hmc,ﬂ: n
medical eontre i Tao. Algeles,
recently doclnred hay nnan..
VIOTe not ieant 1o v, theg

valories”. He said: » Liquids like
fruit juice,
sugars, [can bromote] obesity.”

There ave other challenges
ahead for both Crusz and Boosi
Juice, Adam Balon, founder of
Innocent, belieyes | he eoffee bars
have already evabbed the best
sites. “And smoothies are moye
cnstlv to make,” he saicd. But
Crussh, which beganin Octoher
1998 as a sinale cafe inthe Ciry,
isphlegmatic about the new An.
tralinn challenge, “Are thevthe
new eompimy] ee; v i
oS hessie “Tedon't ik i « ;
SV AN the TR Ty Agst yalii)
You've got the weathen - on'vy
b evorvtling fine fie T,
i "

[EESATIN
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They are one of the food ndustry’s
them as a hea|
ink again.

and consurmel
They should 1

]

aricads This s hecanee e

. .
ol bottles - something
Tespertsamd Govern-
ment Pelieve malies the canfi-

T moothies are the lat-
Loio b est super-food. the
T lifestvle choice for

+ 1 Britain’s increasingly

" health-conscious con-

sumers. Thev are vitamin

packed, low in fat and “bursting
with poodness. Allegedly.

Britons are spending more
than £100ma vear on smoothics
But now health experts are waimp-
ing that the smunilnes revojy-
tion has gan: too tar, Some of
the fruit-packed drinks are also
piched with sugar, calories and
actds, while most people Wiong-
v betieve that every smoothie
is just a5 zood as vating a fresh
appleorunpeehng arpe hanana

That, said Dr Trankie Dhillips,
from the Biitish Dictetic Asso-
ciation, is not the case. “Tuicing
involves the removal of fibre and
this removes some of the nutri-
ents that would be found 1 o
whole fenit or vegotable.” suid
Dr Philhps. “There is | Kaolyin
beamore concentraged Toval ot
supars naturalle procent in the
fruit. andifa e i« APPLdOver
along period o fime. 1he It
iuice which is g i

L

rlarks & Spencer

TR

damage dental enamel. In nddi-
tion, some smonthies are very
high in calories. with added
whole-milk yoghurt. and Cren
peanut butter and chocolate
Inthe United States, a rapidly
expanding smoothices firn: called
Jamba Juice, which saysitwants
tovpenstoresin the UK. is ~clj-
inz a “power” drink thai makos
tionists go pole. The com-
pany sells the Peanui Butier
Moo'd. Its super-cized ver-ian,
which is 800mi i size, packs
1692 v sugar and 1170 calorios,
Manv smoothic drinks now
on sale in the UK have sty
levels bigher than the Fond Stan-
dards Agcney's healthy limit or
102 of suzay per 100, There are
other imseen problems with
smoothies: as soon as a frujt s
processed. its vitamins and nu-
trienis star to Jose their putenay,
And many smoothies are made
from concentrate, pot tresh innt
Even so. nur fonists agp e
that smomues ue betteralier
native to Cole o Fanta. Dut o
debare s nowe Tauing within
Whitehalbaboui wheder these
drinks ave what thev 1y, whe

The Serious Foad
Company




They are one of the food indu

et

stry’s piggest sellers

and consumers see them as 3 healthy option.

They should think again. 3esrrf

Avonribution towards the five
Portons of fresh fruit and veg-
ctibl:s that Britons are being of-
Geially urged to eat each d

This argument goes to the
heart of the Government's cam-
paignto combat the UK's rising
obesity rates and end our love
alfair with ready meals by per-
suading us to eat a wide range
of fruit and vegetahles to get our
“fiveaday”. Two of Britain's most
popular smoothic companics,
{nnocent and PJs, claim their
drinks can play a significant role
1n helping to hit that target - a
claim that health ministers have
rejected. untii now.

An Independent nn Sunday in-
vestipation has found they have
lobbicd the Food Standards
Agcocy, the official adviser nn
healthy cating, to revise the Gov-
crnmeni's guidzlines on what
Lind of fond and drinks are gond
enongzh to help to malke “five a
dav™. Health ministers insist (hat
smoothies can make onlv one of
those five dailv portions because
= unlike troshly prepared it
andvezetables, they nsually con-
tain less Gibre, fower nutrients
aid donot hielp peaple to have
avaricd diet.

A Departmiemy of [ealth
official told the Jos: “Wo state
that frcar veectahle
ot smoothios .
nne portion
much nver
nrhew many

oriweed. This s because the
process results in an end prod-
vct with very little fibre. com-
pared witli the raw inzredient.
Thisis more the case with juice
where the skin, peel and pithare
vemoved entircly.

“Varicty is one of the key el-
ements; we encourage people
locatat least five different types
cachday in arange of forms, but
to not rely too heavily on blend-
ed orjuiced products.”

Tt the FSA is now telling min-
isters at the Department of Health
that these firms are rizht to claim
that some smoothies are so rich
in fruit that drinking one stan-
dard 250m] botile is enough to
make up twoof those “five aday”™,
Richard Reed. a eo-founder of
Innocent, is adamant that his
products satisfy the Govern-
ment’s criteria for supplying two
ot the "five adav”. He said:“Ours
isthe only brand which is 100 per
cent fruit. We don't take anything
out and don't put anythung in. "

The FSA. he added. “had sig-
nalled very clearly to us that
they're going to change the ad-
vice to bwo portions when the
smoothic contains twn entire
portions in their natural state”

Thisis notjust atechnical ar-
sument about labetling. f they
win thisarzument, their sales
Jiready the fastest vrowing
the entire soit drinks market -
wll booni The smoothie bar
chath Crissh opened its Fith

W reports

“torein London this manth. Both
Innocent and PIs market their
drinksby claiming they give two
portions aday, and Ps are cven
using their own “five adav” label
on their botiles - something
which the experts and Govern-
ment believe makes the confu-
sion for consumers greater.

But even smoothic makers con-
cede their drinks have a limited
role. Chris Fung, managing -
rector of Crussh, said: “Every-
thing in moderation. If you had
10 smoothics a day then it would-
n't be that good for you, the same
as if you had 10 of anything pur
day. A lot depends on what you
are substituting the smoothie for”

Dr Frankie Phillips said that
smoothics were a “grey area”.
“At the moment, there are a va-
ricty of ways that the portions
of fruit and veg counting towards
the ‘five a day’ are labelled on
smoothic bottles. This can then
lead to confusion,”

Ministers are planning to pub-
lish new advice on how pro-
cessed foods meet the “five a
day” criteria. They are likelv to
wve the highest-quality smanth-
ies the right to claim they sive
two of those five portions - but
anly if they can prove to be en-
fircly made from several differ-
<l types of evushad fruit.

Additional wmnr.‘zan
by Hannah Crown and
Louisa Dennison

TR YT

he fruit-packed drinks are sl
packed wath sugar, calories and
acids, while mosi people wropz-
Iv believe that every sinoothic
1S as goad as catine a frosh
appleor tnpecine aripe banana

That. said 't Frankie Phillips.
‘rom the British Dictetic Asen-
ciation. 1s not the case. “fuicing
mvolves the removal of fibre and
this removes some of the nutri-
ents that would be found in a
whole fruit or vegetable.” said
Dr Phillips. “There is likely to
be ameore concentrated level of
sugars naturally present in the
fruit. and ifajuice is sipped over
a long period of time, the [t
iuice, whicl is quite acidic, can

reen
i
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Aarks &G Speancer
SIZE: T e

~MADE FROM:
Thrang i

[ eiote N
tour

© Innocent

| SIZE:180mi cartons

i MADE FROM: appies, Evipes
. Dananaand
blackcurrants
BENEFITS: ope
Gavs vitamin
0w iat
PROBLEMS:
Highin fron
AUZars, but ~ot
istad on
packe:r

voapple

which i 90ml SEZG, P by
1692 of sugar and 1170 catories
Aanv simoothie drinks now
on sale in the UK have supar
levels hivher than the Food Stan-
dards Agency's heaithy limit or
10 ol cugar per 100¢. There are
uther unseen problems with
SMONLics: as soon as a truit is
proce.sed, its vitamins and nu-
tricnts start io lose their poicncy:
And many smuothies are made
from concentrate, not fresh fruit,
Even so. nutritionists agree
thai smoothies are a better alter-
native to Coke or Fanta. But a
debate is now raging within
Whitchall about whether these
drinks are what they claim to be:

The Serious Foad
Company

SIZE: 250m

MADE FROM: bluebor-
H2s, pemegranats, .
anana, qumﬂmw “
BENEFMS: nighin 4
vitamin . some

fibre, no fat

PROBLEMS: 23c  O¥¢
23 3

T RUgars -

lamba Jyice
SIZE: 350 m:
MADE FROM:

nertiae e Ay

a3l sosnurt
e mozen

Tanar pgami
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BENEFITS: v
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PROBLEMS: ~on.
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onld it snon he fast orders {or
; " the latte? S many of us are
S NOW swapping our java jolt

. fora _.:3_zic..-z:::&:n fruit
T ™ Juice that analysts are predict-
inza high streer juice har way
to rival that of the coffee chains. This week
the British ehain Crussh opened jts jath
store.and the Australian chain Ranst Jujce

e el L TN
<O fegipx Cin

S, 2Z:d gngo 2ol

-

ed energy burst from ea fleine.
TTer way to get it than from 3
ange crush? So popular is the
me’s way to health that latest
that the market has
cent in five vears, with Brit-
8 million a vear.
tor of the UK soft
ed water, we con-

has signed its first franc
with a branch o open

lowed by one in L
for praducts that
. although undoubtediy
ity scal of approval — ¢

hise deal in e 1
in Manchestei, fol-
ondon. Driven by e
are nutritious, natura? and

than a short-fiv
And what he
banana and n
iden of juicing
fimures from M
<TOWN by 60 per
ns now spending almoest £76
As the ﬁ._ﬁcﬁ-rs.c:‘:ﬁ sec
drinks market sftor bott!

ington, Willem Dafo
Russell Crowe qre
todav's  consumer

. Wondy Harrelson and
all confirmed juice fans -
seemingly wanes more

B
I}

o0 two milliee lives of them
every vear. Pure juices, mad: from 100 per
cent squeezed or pressed fruir, are the most
popular, representing 56 per cent of al juice
drinks sold. But hot on their heels are smooth-
ics. the thick, creamy texaired products thar
we have grown to love in the ten vears since
they first pricked our consciences,
Smonthies alone now have a retail valye nf
£100 mibllion in the UK, a figure that is dou-
bling by the vear. Of course, the best thing is
that we can indulge our Juice habit in the
helief that it is doing us no end of gond,
There is nothing quite like g freshly squeered
frodtdrink 1o leave vou feeling virtuous, Wit
more vitamins (and Tavaur) than mincral
water and with detoxing and r__..u.n:un,mm::.:m
Properties. they pear o be the yliimaie
health tonic. Or are they?

Our mrewing obsession with Juicing sounds
sood news oy 4 nation rhat persistently fajls
fo raise its averars fruir and vegotahle m.:S_,.c
above a paliry twen servimes aday, By experts
caunion thar there is mapee ,

m some Tanes,
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VIVAL

The European
Design Show

Lesign Muszum
Shad Thames SE |
087083399355

From fashion ta
Forrrula One. se2
some of Europe's
maoskinnoyative
Zontemporary design

The Original
London Walks

02075243978
vway ralks com
Presant your copy of
tube magazina and g+
£1 off both of these
walks Inarmally £5 50)
, Hiddan Pubs of Otd
% Londsn Tzwn [nieet
. outside Temiple station
'z at 7pm evary Tuesdayi
sand Alarg tha Thames
= Pub Wallk [meet by et
Z 3 of Blackfriars station
#at 7pm on Fridays)

The London Look:
Fashion from Street
to Catwalk

Museum of Londen,
London Wall EC2Y
03704443850
Hare's 4 good ressan
not to miss this
cxcrting zthibinen
present your copy of
tube maganna when
you buy ona tckat [£5)

at this exhibition
Prasent this copy of
tube when you buy a
tickar [£6) and raceiva
another for fraz Vah 4
28 May-4 Septarbear
€ Tower Hill/

london Bridge

and get anather far
free Validunnl 12 suly
€ Barbican/st Paul's

LEAVES HELL IN THE
EN IN'LONDON'S PA}

S Temple/Blackfriars

L

H
0000000000002)!"000

tube voucher

FREE smoothie

City Café

30 Jeohn lslin Str=et 34 )
0207932 4600

Enjoy a discountad
maal ar City Inn s City
Caf2 by quoting "tube
magazinc” when you
make a reservation

Tha discount is applisd
to the final amcunt,
e«zlusive of sarvica
charge. Maximum
group size is eight

Tha offaris valid

untit 31 October

2005 and excludes
Fathars' Day

© Pimlice

Bring this voucher along
to CRUSSH, London's
leading juice bar, and
cldim a free moedium
smaoothie when buying any
sandwich, <alad or w-ap.,
For mtonmation on vour
nearest CRUSSH store,
visitwwnw. crusshocom
Ones cuntamer por ue
This ofter does notin,
SUpEr SO0 e,
Expires 31 Juty 2005.

.
-
)
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3
.
*
3
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.
.
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-
*
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The Cutting Edga
Comedy Tuasdays

The Camisdy 51, 1)
Ocanden e 0 3y
Getvwe: Cuttm; £ 4y
show trok zrg toy 1o s
price of . {nonp
ETS sach) Juyr
Tickaton sr e ) a0
030 234 ) 1l ont
tef:2 ona g ane

P'a,nl) sy e

N I T N
DI SE I A TIVINY

© Pleeadilly v e/
Leicester Squaie

Toast Festivals

Clapham Comman /4
0370906 4774
LTINS N I S RSN T
Lo

Cobshrat s oy
2N ontort g onf
faod and speat 1 2n
Do Unide e Tt
Mro Zeaband g,
HoJane and 1o
Austrabaon 12 s
Quots tube iy s
zalt to book an ey -
ES off the: adult o et
price (£ 251 Abasin
fae will be charg »al

€& Clapham Cormimon

Wt avady o g

R TR

Tirtralalas 4oLy

ANty it g
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to telly star!

Jing
ds off!

amazing
| journey

i

HOT TO
CTRNT

We all know we shouldn't overdo the booze, bint what if'you do?
Although some of these healthy hangover cures are based on
folk v\hdom people swear that they help you feel better fasicr

1 The Crussh Puritier
Tiy thiis stmowhic redipe
L lonn juice bar Crussh (v
POINTS value). Put 1254
Larrats, 95y apples, sog cilery
and 250 peeled oot gingoer
through a juicer, then whizz
the juice in a blender with
558 frozen
strawberries and
raspberries.

z Scramnbled
and heans
Use just adashot }
skimnied or s2mi.
shitmned milk in
the egus and cooh
wthout butkes i a
non stick pan. Buans

TG
‘2D"‘

supply slow release epes
iristwhat you desd
cgus are il ol prowa

i
i

3 Grany w“‘-k
with Marmits
This s vich in !, IR
which the body wses
relzase crneng.
Whaolra: bie wd
is Leter thare
white
S more nulrienis

as b ot

4 Lots of waty
The miore wat
dvink, the loss severe
and lonz-Listing e
hangover is likeb 1o
be  So deml ap!

Yol

N




o

[y,
o)

e —— = . -

] 0 Nexll s puhs i nmcn are hos ng f
teueh o Insh iun iy Horembar 21
W eichie he Spint of *he irish
T biet s m Wadnw Srecl Wi has s :
winual wesi Iong Fers Geot event The
Ce10 ol De sl Swang n e Soen
(s pab sl tis week A Blaek
Va2t narty Lanples2 wth the (s ;
Irsn coohtad and five enleriginment.
sl e feld on Hov 21 slonyside har
cvenls Viclors casest ther seilis m a
liter g Somipelibon have 2 ount n 3
sialiaeg m ol Banndo s, or anpsy
Q0 idedl’s Magrer 5 1nd pork sausayes
wd seitzed coleannnn, washed dawvn :
aih g Jamesen s cochad, exclusiva ty |
Fais Ceni Other O'Fleid 5 pubs arz a2t
14 New Ruw. WG2 31 Houndsd:ich,
EC1 55 Cannan Sir2zt £CJ. 73 Eusion!
Road i1 G1 London 'Wall EC2.37
Giral Mariborgugh Sueel, W1, 156-
170 Shattesbry Avarue, WC2Z ard 2
Hew Bridge Stieel. EC4
A Crussh juice bars nava launcied a
new meru pached with nutidio s loods :
Al bursting with irgredients to boast
your body s miiupe system and halg

l
nrotect you ‘I
fram those i
nasly chifls |
Trawtional '
soups sush
. 35 ek and
pelas o
tnmalg any
basil tiom
hsir classic |3
1318 ara

e JL'd up ilﬂﬂg:)ldd Hunqamm goulash !
or Bo;lun clam chovider (31 IPo3e '
cuhing for something Gilferent Enjoy |

|

I

h2m walh Iresilly Laked bread lor the
aerfect auturon wamer Alargside
i=se who'esome soups Crussh are !
dsu ollenng new 521501l smuownies |
I:e Engish Qichard. mada #ih |
bricbemes buebernes appls 1d
pain iz Autumn Cicanser wuh

ntalo zeiery ! geger and ima
e e Pirk Dnith, vath tha suger fru
1. 2if bursing it vil aming and
ah oadieis THis morih Crussh are
otz y A ee Flu Fghter buosler,
contang 2chinacea. witama C and
strgtog, with any juice or smootive
hougi 1o help fight off any ndsly bugs!
= Babalou in Brixton are producing 4
crchia for Thanksgiving af Chivas
Reyal Scolch. lemon, maraschinm
hijuews. guinee jelly and a spiash o
cranae juice servad gver ice This will
be avadanie 1krougnoul the moht on
Hov 200 Bahalaa The Crypl. §I
Aattha s Chorst Brixton il SWw2.

Whether ov not you
dre American, you
can sl celebrate
US Thanksgiving
Day in London, as
Michael Darvell
found our in Soho

e barbecue has come a kg wan
2ena the UN and most pates

e baadt 1 aedest cutdeos
covher Howener it s nme of ver i3
not e st L cw e e ol groies
vaookig yorovan st empey your s
burger  clichar and puiled pory In
settarg it o Bodean s m Sobo or
Chpham wheee tis Thursda
Novmiber 24 they sl colebrae Us
Thaaksge mg Dav I Poland Strest
Wi voor Thanksgniyg Ciraer s

CES 93wt g chage o Smichad
Chicken Gumbe Clam Chowder or o
sl Caesa o Garden Salad Lollowed
o ham
wd
petatdes. browen dony avd mined

s abiles Fop dassat i s hot apple
e or prumphiy e wed ke oo

by stnoked tarkoy eeast gh:

craeberny e stutting, mas

Stz begm at noon b e bow . on
Fresenvation oy boods It the o
mert At Bedean < a Clapluim Hivi
Street butn casts KES 3 3 hewd

Bedean's. London ¢ wied KR
smohe botse. was the cdea o Ydre
Blags. oo 20 the ar ginal memlber s
uabed with the Bebeo concept nd
Bryan Tyredl o twe ime loternanenal
RRQ Champion It was they who
Leanght the ungue 1aste of babecue
> Londin Treeontly ate a1 Bodean 5 m
fohe wnd v mpressed by the quabity
o the taod ad the clientale wivo lad o
ahale of 2 time Dovnstan <t seems
that every sghtt i party mght o
Phanhs gwairg should oe 3 hoot

Oy wsit 1 eaek o Whar s
siuone Heben Tavler wd Japwes

(:hnsmpher s

13 Werbivgton Stget WO2 020-7200
1227 e 1920 Cosecluesin Laee, BU Y
020 7623 3899 On v 21 bolh juree
Conard ywest potate crosd o gt
Lttus Waldord sand. sinoked duck
Rozatturiey Vorginia slyle ) un Rampows
tewt Punpken e Bourtnn crayn
Blickoery and apple eshbiar Chaenl e
el LESRUGIE Y 1R rinn

colaiz sqece T30 Gl e

lme {o give

Cameren Wiliom. 1o the basement nb

room fthe arourd toor s 3 deh and
o taheaway ] wher s there s
¢ hasebatl. 1ootball w basketbal! match
Fra watch and that msht was no

reralhy g

Denception Howsver. it s 0ot nbisn,

Fand it dovs add et e atmesphere

The mos aters Sakads, Free Seancd

§Sperialines. Smeked Shichen $tahe
Sand Vegere Tish and Down Home
Cpeaads ples 3 sectiondesorad 10
sprechilities teom the wecd-buson
Panche pit St Teacers oty anohed
Eerachen e seared chacken am;
b shoaps crabnead che and

D am— i 55 o e e A A A N 4

“These bashecued mee
vedlly core mvinaly
appretssimg, wih thoa

(e, \mm\j denn

D gnlled smﬂuw o D wath wy

arderad the assoriad stuters (08 23 o

COIO 93 108 1wy plus the seallaps anh
savevade coin rlish (03 310 These @t

abr taste buds binghing tor the 12t of
the meal and were Pearny portions

I order to try 3 Cnety of mam
Cotrses e had a cambo ot halt

i chichen aond pulied park (01393 5

~ Burger with Swase cheess 607 93 play
DAy and e Veat Lovar s Meat Lo
CAET 93 s Lastwas iy parteuln

o chorce T~ 3 great comtort loed and

Cthe coreent dine 3 ter warmer s

Villandry

170 Graat Pertinad Stzet v 020 7631
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Samdwich places lika Prat 3 Manger did to lunch what Marcel Duchamp’s “Fountain’ did to arl Like the art world's
Acceptance of Duchamp for using readymade goods for an, readymade lunches have become the acceptable thing to eat
far lunch The conceplis suritar 1t's okay to consume something made by someone else. and it's okay to assume its

fresh becauss it ooks lika it as packaged recenlly

Crussh felicws this readymade lunch trend, offering a fresh spin on the takeaway lunch On one hand, Crussh is just
wother sardwich place n the same ven as places like Pizza Express and Pret but on the other hand. its’ focis on
frushness any heatth offers som=thing just a litle aifferent, and a little better. than what's alrearly been done bafura

Crussi's menu meves away from just wraps and sandwiches and offers innovations like health pots - little salad mediiy .,

nf beans and vegetables

sslupped into Crussh for luncn the other day as a weil-needed break from the same turkey and cheese sandwich (unch

fve enjioyed at inchtime sinca primary school and a resgite from Tesco's and Prei s selection of readymade lunches

On firstimpression. Amennan ex-pats like me may recognise Crussh as a kind of British version of Jambia Juie an
Anzrican chan of juice bars offering smocthigs, vilamin boosls and nealthy snacks Actually alot seems to be sinmlar
tulween the two establishments. from the smoothie names to the clean cut interior dasignincluding the fresh squeezed

orange jace coloured walls

The food s nicaly packayed in clear cellophane wrappers sealed with stickers and looks hike it's meant to be solc that
afterroon. not sometime that saek liks it does when packaged in those triangular boxes we're so famifiar with,

The poppy seed bagal with smoked salmon tasted good. but untortunately wasn't an autrentic bagel. A cup of organie
venetable soup quickly made up for the poor bagel, though. Piping hot and very filling | ate every last bite On the side
bag of wrunchy Terra crisps macle from beetrootl, swest potata and turnip were a nice break from the usu3al variety of
#imoy potato cnsps A bag of apple rrisps were a sweet change from potato crisps. a little odd, but quite tasty one= you
get the hang of them The Berry Blast smoaothie was 3 delicious blend of banana apple. and berries that fell both fillinr
and heaithy The vitamin booster option allows you to add extra nutritious content to your drink For those brave enangh,

/Ou an try a shot of wheatgrass  but definitely saviz a slurp of smoothie for aftenwards as the taste isn't for everyona It

terally Lastes ke a freshly mowed lawn

The fnods | couldn't fit into my lunch looked equally dalicious, a quality that made me really enjoy Crussh | could eat there
for a weak and never eat the same meal twice, whether it be 3 Smokey Ham and Swiss sandwich. or a sunny veggee club,
a tuna sushi wrap or a baby mozzarella salad, just to mention a few [ could also eat there if | were vegetarian or vegan,

25 'he m2nu abounds with veg options

The only bad part about Crussh is the price. While it might be fine for just a quick bite, assembling a mea! made nf morg
thar onelem can be a litlle costly. An average sandwich or salad and smoothie costs about £5 or £6. so over a few v.ork
weexs. thess hea'thy lunches could be an expensive habil to keep up. Of course. perhaps your money is batter spent for

235
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! S Raise a glass in October to the fight
; ‘ ‘ against breast cancer. We're not
R > talking bubbly, though - instead,
i ; i try the special Pink Drink {pictured)
| ‘ : created by London-based
smoothie chain Crussh te tie in
! with Breast Cancer Awareness
H month. The main ingredient is
Brazilian superfruit, the acerola
"’ cherry, dber rich in cancer-fighting
o antioxidants (it can contain 300
times more vitamin C than oranges
as well as vitamin A, manganese,
potassium and carotenoids; and,
until recently, unavailable in the UK.
Crussh's smoothie, £3.90 {with SOp
going to breast-cancer chanities),
is a delicious blend of acerola,
cranberrles, banana, low-fat frozen
yogurt and apple juice, and tastes
delicious. If you're based oulside
London, try Innocent's new Natural
Vitamin C Super Smoothie, £1.75
for 250m (from Sainsbury's and
Waitrose), which has mine acerola
cherries per drink. Or try Biona's
Pure Organic Acerola Cheny Juice,
£3.89 for 330ml, in healthfood stores
nationwide. We reckon it won't be
long before the fresh fruit finds its
way to our supermarket shelves,
So keep an eye out!
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It's Breast Cancer Awareness month, so
stay healthy and raise money for
Breast Cancer Care with this delicious
smoothie. it costs £2.80 (medium)

or €3.90 (large) in Crussh stores

BRI ﬁ!
T kol

(see crussh.com) - SOp goes

direct to charity
o 66 6
about 5 muns - 1

15 acerola cherries

15 cranberries

12Sml apple juice

2tbsp natural yoghurt (or natural sarbet/
soya yoghury)

% banana

1 Whiz all the ingrements togethor in a
blender unul you've a lump-free, nink
smoathie. It's that simple’

Idea: For a thicker consister.cy and
cooler smoothie, try freezing your
natural yoghurt or soya yoghurt
before adding.

Acersla chemes as frozen puip ara
available to buy srline frem pulpa couk
or reyttal co uk For merz mfarmuticn on
Breast Cancer Care, call 270 7384 2984 or
visit hreastcancercare srg uk
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MEET YOUR LOCAL FARMER
U you prefer food that's giown locally?
Show you eommitment to British:
agnculture by signing up for Waitrose's
Mect Your Local Farmer event, taking
place on 5 October in Wallingford,
Oxfordshire and 9 November in Hersham,
Surrey. Includes cookery demonstrations
and tastings. Call the Waitrose Events
Office on 01344 825 138 for more info.
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These lunchtime treats feature Bakehouse's Baguette Rusticata: STeax AND ONIONS WITH A TW!ST: Slice a demi Rsticats and fill ait, fr.egly y
griddied teas, Aartnelta nrshrooms and top witn omon marmalade and rocket. SMOKED TROUT, LEMON AND DILL: Ganerausly fitt 1 Bagintta Ryst, a1y
ctheaeng s U, dnedte el di mayannaise and lemcn, then top with sume watarcress for a refrashing summer sandeach.

Malke lunchtime special

TCale culture s b 1 stay,” enthuses Kate Raison, marketing
dircvto . Bakaluyuse, supplier of continental breads and patisserie
Firbake nlh. “And coffae shags ara using food as a key part of the'r
cherinyand 1 ay of diiferantiating themselves from the

VA s B 2 suraze b e consumer to linger for lorger.”

L0 Faisor dgraes that binchtime is g big business cpportunity
Pt col 3 shop sect i witn deli-sandwiches, panjnis and exotic
Mithread, urea 4s incraasingly on the meny along with new twists
2 taditiorel sweet products such as Danish pastries. She goas a
stepdrrthor Ly sug sesting that it is the food offering in particular
thot will 1k 0 zunsumer choose one outlet over another.

“The Piree biggest players in the roffee shop market -
Stabiirks, Casta and Cffé Nerg - all perform well on coffes quality,
~hat makes a cansumer choosa one over another? Tre food
atfering i cortaiely the key and it is an approsch that independent
colfee shups can alsu adopt,” she 53ys.

Soaciality hreals are becoming increasingly popular in
Fiodanrvics 35 consumars gra looking for variety and new tastes

® A

MCRUSSH, the omphasis is on healtiy, fast .
v e students to grannies!”

foid e go

and are prepared to pay a premium for more unusial procliis, Fur
foad to eat in, piare coverage is becomung more important as
sandwich2s are now often used as a main meal replacemont, ilore
exotic fillings, many with a continantal or Asian influence A2 alsa
popular, Bakehguse report, due to increased faraign trel and
muiti-culturat lifestylas

Increasingly, multi-purpos 2 breads that ran be used 3c apiss,
base and as 3 sandwich carrier for example a:e baing ludked ar s
welt as more unusual products such as flasnred bagualres r
bread combinations (Bakehouse's Baguette Rushic ita that
combines the bast of 1 baguette wilh a ciihatta, for eoainpliol,

Consumers ar> treating themselves mor siten e coff.o shuns
are in a position to encourage consumers to ‘trade upy from just a
coffee to buying an indulzent treat as well. Several of the colfon
shop chains with whom they work with, say Bakehouse, dare foaking
ta increase their bakery ranges to meet this dem nd. Many suymet
products can also double up as ‘puddings’. Producty like these s,
encourage consumers to purchase a treat atter 3 gourmet sanfiich
at lunchtime.

LUNCH AT CRUSSH (WWW.CRUSH.COM)

Crussh, a London-based fresh juice and smoothie outlet sefling healthy light bites, was ser up
in 1998 by James Learmond, based on the principle of creating healthy food for a fast lifestyle.
In the beginning, James Learmond says that he just put on the shelves what he and his
colleagues were longing to eat and drink, but not able to find. As time has progressa they
have developed a wide range of options based on the philasophy of *heaithier, tastier and

easier’, and which includes soups, salads, breakfasts, desserts and sandwiches.

“Lunchtime is one of the most important times of day for us, mainly due to our focations
being in high density work areas,” says James. “However, we also have a very strong
breakfast trade and rapidly increasing mid-afterncon ‘smoothie time' visitors, who are the
early adopters sick of coffee and looking for the healthier option to perk up their afternoon.

“We offer various deals/discounts for local partners and regularly do promotions offering
free smoothies with any funch time product purchased,” he explains. “Qur biggesl revenue
generators are smoothies, juices, and soups during the winter. We do sit in and take-away.
Some stores have more seating than others, and we really try to create a good vibe 50 people
enjoy being there. There is no such thing as 3 typical Crussh customer - we see everyona from

300
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at’s Going On in Sep
ets of The Garden ¢ (

A month of shartar days and
blustery, wat weather, September
is also traditional harvest time ang
thure's no better season to head
to your local markets. The British
apple season has bagun in
earnest. Support British apple
growers and pass on the bland
ovarseas offerings available al!
year round in the supermarket.
Give English Cox's Orange Pippuis
and Egremont Russets a try this
autumn. Pears, apples and
Slackberrias are all in season in
September and taste far bettur
pickad from your local farm.

Tip: Frugze your beries for o
ODr juic?

112 cup [small handful) of frozen
blackbarries; 1/2 cup of frozen
blueberries; 1 pear; 1 apple

Put the apple and pear through th.:
winer Paur tng cloudy puice into
your blander. Add the handfuls of
barrtes and whizz uo for 3 saect
but tingy autumpal rear thar's
brimming with vitarin €

APPLES 2 easy an *he stormih
{u thk2 more dadic ¢ tra, fruits) 1nd
guad soucce of by Quareatn
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How many times have you heard the phrase ‘3 new
introducing a brand new focus Page on heaith and fitness;
ure that you find a fitness regime that suits you.
just want to

fit concepts,
So

Checry Martin

It you're like are and v
want i burn quite a few
calories whilst payingg par-
tivular actention tn your
thighs, spinning is far you,
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Mo

G o g Tactar

Liliundung o koo il
ENport iar many seante wloen Inn
nhf o dy
P bt Lo calier loes g1 hate
dieesereng b gt Arignle o
Loy o nan g g or lamyree
e by o wlva af

chossang s

s oa gl

i lgh po

EL RN b LR THN AN XS

{
B

sotvon al fue,

furmer
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B B sl ted sy gy in s
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FLA s at o Leod Juh )
pevted iy anusly sl the o 1
0 spunng entastiag, Spinngeg
e s woun i an sped of
bght s o they Ead o gy thi

Wy
Miter theawens Gt anung
Hguinenly mony ned of 1w

WAMEH < b reant (o b by

el L inacones g

The tstracter con sy faigl over
el welcome! e e e el g
showed me Ty s gy aibjust
the spincing Wike o np lee ol heep
Ing the handie bars e e
svated T otudicd 1ne reaviane dial
Ay
fenie af un bersg e oy physn gl

taredustely v oy of g

been up with the (e et oy af

technology and healthy habits to make sur
got down to the shape you desire and
workout for you.

whether you're on a fat burning mission or you've
keep it that way with some shapely tonj

the  window a5 the  mstructor
vepigud it die level of resistance
was ttally up o ine theoughiout the
class Dbvintsly they push you to do
your bust but you can wilor the class
tw wark your muscles as lurd or soft
15 y0ou wnt

The hike il s uodhing like a
feular exercse Sihe found i the CV
seclion of your gym. Wal littie or
NI resetanee it fieels 3s thougl) yun
we pedabling wr argund and | sa
there introduciag my legs  to the
feetmg and sttine my balsnce on
the sadi e

Wah 1 tinger on the ‘play button
th2 class Lezan

A Tull body w it ap whsist on the
ite ensared that no ane pulled ny
niseles durig thie ot s

What folloned i the wext 15
Gy WS one of Ue best werk -
23 T have Lad i+ lung e

Spraning ehases revalve araund
e musa phyed and yau atier the
resistanee an your bike and pedal
tire w tite De  of thie music 5 told
by the instnictar The :mstructor will
Wer the moads of the music from
upbeat nusic whzre yon ‘sprint” -
Wit your legs round 4y fast 15 you
b on 4 modenate resistance with
your bead dowa and hunds on the
framt a7 the handle bars (o maddy
hass musie for I cumbs® The
+ongs narmally last for & maximum
of Ave minutes (unless the sunning
structer hos chosen the 7 minyte
long Jance remix version!). Despite
the droans of anticiparlon  going
trouml the class the bill climb was
tw particniar cxercise | enjoyed the
nos. We were told to o the
nesistanee ol three whole tams -

PN

when you do this u as incredibly
hard 10 tura the pedats viluls seated
56 you all staud up on the padals and
shift your weight from sude (o side
on cach L 10 slowly  tun thers
round. Thes ceatly works to tonge ¢
thighs  There is & short bresk
belween mast songs which enables
a0 t0 e a el needsd sy
from your witer heniy

M reflectioa the thassg that il
ly put mz off 2omg tn these spinany
tlasses was purdly tie theaght of s
Hng ou o bike and podalling sulialy
for 3 hour Thus s not the cass -
spinning works heertey i s Braien
up entiely into five muaue 565
menls Lo wark wat your wheie bedy
sl Aflerent sectiens for ditferem
dreds. b hoee sone beea 1o sever i
sphunuty ciasses i ¢ one thig
witich remain; the s:me is (he
frendliness ang cacrgy of the
imstructens whic': inspues you to
keep poilslling when yod've @t
yoursglt o high rosistance FRTE
The clwsses tead 1o be quite Pvely
and you will find yourself upging
aloag to the masic as yoa sweat It
is i Pmristic way ta B3t your legs
into milniskirt Lnochout conditon nr
f you are & mountain biker or 3
wimate triathlon stor works s
excellent traming ta boild up
strength

Classes rongs betweann £5-£8 or
may be inchided within varinus
sym memberships, If yas arg
serlous about spinning | would
recommend investing in your own
g+l saddle cover to matke the sear
a little Jexs pointy on the ofd
bottom,

ng exercises, we will find the

year — a new you'? Well this year we will be

Crussh, Londo

TD ADVERTISE IN NEKT IWE
HEALTH AND BEAUTY FEATURE

Daddy of De-taxe

s

0's 1cading juce bars, have carefully ereited the uitimate in

do-toxing juices that mies fissh Lini

and organic apples with 2 twise 01
caoling  cucumber  with iron-tich
spinch. This great tashing juice will
boost your hody with antigad s and
vitamins,

The Green Goddess 1s anly prrt ot the
widd selection of tasty de-toxers en
offer. If you are gomg the ahole hay
to cleanse your body then why not go
for the Daddy of De-tox? This cantans
@ superb sofection of argame corrots,
fresh orange and beetroot, all rich in
vitamins and muncrals to nd you of
nasty toxing.
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Bused on the original celebrity magazine, HELLOL, this new trivia
quiz game will have players wracking thew brains to remember
the news, views and celebrity issues from the year the magazine
launched to the presert day. We've got 10 copies worth £19.99
el to gve away so f you
tink you are the queen of
royalty or the biggest Bsckham
buff, answer this question for
your chanca to win. Who
bedecked Elizabeth Huiley in
safety pins for the premigre of
rour Weddings And A Funeraf?
AlViviznne Westwoog
BiGiorgio Aimam

Q) Gianai Yarsace

Answers to compdaddlis.co ux
Furmore info o7 stackist details go te hellomagazine com

To celebrate our Britney Spears interviev., we've got 10 Britney
merchandise sets to

give away. Each set |
includes a T-shirt, |
badge, poster and a §

special limited
edition (D of @
Britney's  Greatest

Hits album, which '~
indudes afl her most
famous songs such
as Baby One More .
Time, Oops! | Did It

I

BRITNEY

I

BRITNEY

Aqain, Toxic and I'm A Slave 4 U. For your chance to van, apsvier
the following question: What's the name of Britney 5 husband?
(Uve see page 17} Answers to comp  addlip co Lk

Grogve Armada: The Best Of includes
all the tracks that have made the §®
gioup one of the most important g
Burish acts of the last decade,
including At The River, | See You Baby, 4
My Friend and Superstylin’ For your 3
cianez to win, answer the foliowing
question” How many copies of Gioove

Armadas debut albura, Vertigo, did

Efton John buy? (Clue: see page 25 Answsers to o “addhih co itk

As well s 1ts fabuluusly fruity range of arganic smonthies and
juices, leading London juice bar, Crussh, has developed the most
att*nsive seup range on offer in London this winter, with mare
than thirty redipes made from the finest ingredrents rotated daily
Crussh is offering all Add Lib readers a free soup from its Classic

soup range  Choose  from .
wholesome  4nd  delicous
varieties such as Carrat, Coriander #

& Ouange, Pea & Mint or Chunly
Bombay Potato. To claim your
free medium soup, just present
this magazine at your nearest
Crussh stare.

(russh has Lwelve stores across
London. for a full list, go to
aussh.com Offer ends 31 March 2004

I

BRITNEY

382

I

BRITNEY
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IFyuiwe out and about, grabbing a tasty snack that suits your food

allz1zy or intolerance, can be rather hit-and-miss. That's why we've puf

[0 e test six allergy-triendly high-street snacks to find out whether

by v, N, - - .
2y realy do tasle as good as they sound .. worDs: Fave ROWE

Highly recornmended

Mature's Harvest Hulled sunflower
seads irom Holland & Banatt, 55p
foi LaSy, are wieat for treating dry
sk
conditions

s
from /.
within. d

Cantains seven tnes o iw v oot et

baby corns 1l Lo miones

Suitable far v 3ctnian ., whao

datyv-122 dists

& The taste test ! .+ ;i u.,

A TNT A

R T A TR

Alpro soya's dairy-

free raspberry and
vanilla flavour
yogurt with added
calcium, £1.29 for
tour, is availabla

™ o
. alH!v from Waitrose and

good health stores
Call 0800 0188

130 or visit www.
alpresoya ~a.uk

3E femm Lol g
R T St O N IR T

U A TITRRFICE I 0 E ynddy,

ST R

e o

Organic Almond and Bliss Cake

{wheat and zluten free, but it
does contain nuts), £1 85, is
available frc:+ Thussh,
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Barska
A vision of innovalion

\l tel: 0116 234 4644

wab: www.barska.com

HOME

w Kz
LATEST ViDEOS Tase Samr orts e An
LATEST PICTURES PO buppher of SDOFUHQ equrpment,
NOMINATIONS L,‘ili"L.L (S tel: 0800 783 4506 Se
BB ON YOUR MQBILE for =t web: www fitness-superstore.ce.uk M
PLAY BET WIN email: sales@bodypowear.co.uk D..
BBLEB %
COMMUMITY Cri

TOUR OF THE HOUSE
Suppliars

Boots.com
The Boots onime Shap is upen 24 hours a

B day, 7 days a week Choose from over

15.000 products and deiivery options
which include next-day and Saturday
services OR get FREE standard delivery
when you spend £40 or more

wed: waw.boots.com

email:
customersarvices@care.boots.com

EXTRAS ]
When's it an TV
Shap

Help
Contact

KEYTO CLIPS j

. Coastal Fishing Supgplizs Inc Pro-Tec

Mels

No 1 UK-based manufacturer and
supplier of all types of nats and netting -
fishing nets, construction nats. and sports
perimeter netting . whatever type of
netting you require we can design
manufacture, supply and install it

tel: 01308 427 885

web: vavw.netmanufaciurers.co.ul
email:
enquiries@netmanufactursrs.co.u’

Unmissable
foment Clip
Szries/?24-Hour

Pass Clin J

Crussh Juice Bars

London's leading juice and healthy eating
company.

tel: 0207 499 6284

web: www.crussh.com

email: info@crussh.com

MrFlag.com

The biggest online flag shop in the world
Every kind of flag imaginabie for movies.
reality shows, current affairs, dramas and
direct to the public with just a click of a
button. For people with wind all over the
world.

tel: 01792 700 795

web: www.mrflag.com

email: info@mrflag.com
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T Pea bar il 92 cals, ooy
LA 3G et carhs

A

-
v

These lunchtime
produds may seem
simmer-friendly

— but are they?
Our expert,
nuiritionist Ingrid
Harink®, gives
her verdict...

I A

k] R T P

' b 1as0s 0 e d o

£3.79 Jur b Pei har 1Z0g):
GG cals, 34y tar T

T

B AL I
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5. P bar 120g): 115 cals, 8.1g fat
Lozt 18 3100a. (ar mibe che ozlale
and L gRar antea s A acquired

el e bt Tl ns pesre

Crussh Fot Burnar
Smoothie, £3.90
Per smoothie (450g)
351 cals, 8.1g protein,
70.2g carbs, 4.9g fat
Aqeed preduct —y2u i jet ot
2137t certians ot e, and
beuause s esnly, malds you
alsa 33t maanu T andisy et
gAnetts Usrgtre wio2 fruat croades
frarztoz ~ow.er s fatour o2e
COMSints 3 mucy 2 gim i -1
rstaca S Iantrs JNTiT
whizr car L ooth
zrvarson of gl -u2
Cfal tul yo J reea

feast 30 vy 22 2 13

for 2oy zact. 15 2isd
I TOrCtam 33,
azid thars as uron
3.8, day, Ahasdh 2

nuts & e

datarced ned s

Pret o Manger Sushi ., 47
Deluxe Toku-lyo /”
Set, £4.95
Per pack {235g):
418keal, 16.3g proten,
73.5¢9 carbs, 6.6g fat
Matouite 325 ned'try
15t locks. it rdstra
¢nd h gitest caior 25 cer 100y
Ity 330 8570 whi @ nz2 whien Sasa
1

oloeo segar évels and horgar
bowg.ern tre o yfshheps o
countar thus, soit n2adn b darail your
Jiat Tne 2ssental *ats m tre T3P ar2
Jo:dter tne metatelsm as el as
e gran 310 mmuna systsm, cut
it'3 lackng in antorinants and ot
2190 T 20URt (S vaids your fluz-3-04,
targat 'd sunJ2s 2aing asde
salad » 3pec2of button

aamo-zm 52
LN

Freshi Gourmet Organics
Bugsy with Organic Corrot,
Houmous, Walercrass &
Alfalfa Sprouts, €£1.90

Per sandwich (195g).
. 296 cals, 11 3g protom,
\ 47.3g carbs, 7.1g fat
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, 7 Superdrug Slender Plan

Cheeolate and Hazelnut
Medal Bar, £3.39 for three
Per bar (63g)- 250 cals, 15 79
protein, 26.7g carbs, 7.1g fat
Thsishor =2 =1y v uae
L (O T BTN TR T I

SRR '
amsalerphice e Troscontaes
B LI R B L VRA I ]
o Thzzabls v2o gsioniis
calor 24d0raa 6 Py g
Itha fooa tor you
asoupsebycuroosa saar 1y
Jouharg y2rd grur, e
stanur s tuttney s amb s oan
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A normal 62.5 Mars Bar contains 280 caloris an!

anAyeu gt

oy soelt
cidl tasting

Reoal Belgium Chocolate

79p. Pec bar (42g): 185 cals,

14.3g fat Nico 3°d chunby, Lt
spandath 2
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X-Carb 3almon Fillet in
Lemon Dill Sauce with

Julienne Carrots & Fine EM

Green Beans, £3.49
Par pack (400q):

341 cals 25 5g prolein,
7 Gg Larb: 23.6g fat

Atkins Gourmet
Salad: Prowns

% Poached n
Salmon, £3.49 3
Per pack (252g). -
297 cals, 25g pratem, o
3¢ carbs, 20g f:t

oo

vy

1ty
BELEEN IR
et el

I3t

S3p. Per bar (5Cg): 248 ¢ a0
wmtw)rbJ lf‘ﬁth
L |

foogt sz

. toos
30 Sy
Prwddizani g

Poase analg g

Pz, e o

Pencs

New Covent Garden
Food Co Seasonal Soup
- Mediterranean
Vegetablas and
Puy Lentils, £7.85
Per carton (600g):

234 cals, 12.8g protein,

30.8g carbs, 2.4g fat

A graatimmuna tus 3
tecausp tree 52 3204 3nety

Pot g tomtzingg lots 5 3 Aaene
Lantdaets 1nd nuer ants
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Boots Shapers Rocst
Chicken Salud Sub
Roll, £2.40

Per sandwich (19Cg) 302 cals,
Zﬂg p'ote»n 47g carbs, 3.6g fat,
Tagatorroe o

BRI} J

e b isCaEsaT an T
domatzreteeg s nenan wiz
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T dlents 1

- @l ; Here's your chanca to get a 14 Day

FREE TRIAL to our brand new DVD rental
service welovefilms.com. It's the
revolutionary way to rent vour favou:ite
DVDs and it's so easy to use!
Welovatilms.com allows you to rent

DVDs from the comfort of your own home.
5} Just think ~ no more trips to the video
store, no more due dates, no more Jute fees
AND it's all covered in a one-off monthly
fee. Qur great new servica is the smarter
way to rant DVDs so taka advaniage now
and visit www.welovefiims.com for more
details and your 14 day

free trial. W
s W
lets you: o 1
Choose from over »
23,000 DVD titles “

Rent new releases,
classics, independent films, %
TV series and more )
Pay one flat monthly fee

Rent 8 DYDs at one time

Keep your DVDs as fong as

vou like — so no due dates

Enjoy no hidden charges

or late fees

AOTA‘/AILA&.EIN REFUBLIC OF IRELAND Terms and corditions appiy Seewelovefilme.com fos full cotuls.
ALSTIN PCWERS: & MCMXCV11 New Line Productons. All Rights Reserved. © 1293 Pathe Dutnbution Lid.
i ohis Reserved. BLAIR WITCH; © 15958 Blair Witch Film Paﬁrers Lid. All Rghts Resenved & 200 Pathe

tution U, All Rgnts Reservert DUDE, WHERES MY CAR™ : 2000 Rwentieth Canlury Fox Filrn
ch'crd‘ on. Al Rigiis Reserved 2001 Teentizth Century Fox Home Entertanment Inc All Rigi 2 1 Dirad.




THUETS

berry Martin

Crussh stands out with
its bright citrus décor
amidst all of the brown
tones of the coffee hous-
es making you feel
fresher just walking in.
So after tearing myself
away from the refined shops in
Jubilee Place i strolled into
Crussh and spent the next hour
tasting all of the dishes on

well filled and chilled to pet-
fecdon sn that the bread stiil
tastes like bread and not carrd-
hoart - It was cold outside and
! Jancicd somcthing warming,.
The 'soups and stews' menn

from fresh Smit and vou can
see it heing made ia finnt nf
vou, they Binast, in 90 seconds.

Their smnothins consist nf
frt and either yoglun 193

looked inviting with tas-
SIC, gouvraet, chilli and
organic all starting from|;
€2.30. T chose one of myf
favaurites, the oid classic] §
leck and potato. Cooked to
perfection the bowl was
filled with just the right

e SR

_ cent of sumimertime
. .

percent fat free] or soya milk
and are around the £3 mark.
Thev ooze freshness and | was
spoilt for choice. Aher scour-
ing the boards for 5 minutcs |
narrowed mv choices down 1o
4 and couldn't resist irving
cach of then.

The first: “Strawhernv
Wwas sweer and rose thickly up
the straw, the frozen yoghurn
melting on vour tongue with
the fruit v a sensation thar
conjures up flavours reminis-

Eolea -

vehich is various herries and a
supplement from the US which
GICTEASES  your  metabolism,

Being a Thursday, 1 upied  for
the ‘Brain Storm® tn gt me
Mrangh ta Friday.  Summer

aace again in a cup aurd dirly
pink the trar shacks your
Wrain into {ifth gear and [ made
a mental note to bring the edi-
tarial *eam here for ideas each
week,

Healthy Hmm::mw

Although their display of
desserts looked appetising [
decided to fill what space I had
left with a healthy Tequila
shot.  This is actually 1oz of
pure, freshly squeczed wheat-

i zms along 1

| “
{
:
!
”
i

Discover new fruits and the art -

of smoothie making at Crussh... g

1S VOURR

giass in a shoi glass, served
with an apple to substitute the
I was slightly apprehen-
sive about downing a shot that
smelt like frishly cut grass but
hey, cheerst Pleasantly sar-
prised - it tastes reallv sweet,
The best part about it is that
ane shot is the equivalent of
3lbs ol vegetables. Better still
as it hasn't been cooked, all of
the nutients are raw so you
gain maximum benefit from it.
Onc of Crussh's employces has
one cvery day and her skin was
glowing so if youre like me
and have the hest intentions
but not the hest will power
when it comes to preparing
vegetables this is the one for

et Femdd,

o o
5 o

mofitie, T

Ferpe

T merefiemeae 10
LT TR .

you.

They have a (Wl range of
gluten free, wheat free, dairy
frec and vegctarian options
which cxcel their competitors.

1 am a big fan of customer
service and attention to detail
and | am happy to report that [
was greeted with smiles and
cye contact which was g
refreshing change to the mon-
otones experienced in so many
of the other busy eateries here.

Crussh have achieved all of
their goals and have single
handedly destroyed the myth
that healthy food is hard work,
I will be retumning tomorrow
for my breakfast smoothie and
porridge.... sec you therel
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iastingg all of (he dishes on

their fantastic menu.

Let me first fill you in a bit
on Crussh...

It was first inspired by MD
Chris whn, whilst working in
the City grew tired of anly
having the choice of coffce or
more coffee and ser ahout cre-
ating a different break time
cxperience which would satis-.
fiy the tasichbuds hut waould
leave your senses feeling
refreshed and inspired for che
rest of the day, tn the point
where vou can't wait ta g0
hack.

cresia is the waord

All of the faced that Crussh
sclls is made on the dav of
NVInG ir ot ensure char
vsowith freshness aned the
sAre e healthy ver-
st af CvenN thing;,
v fiee vange and

amaunt of vegeiahles in there
to fill v up.

soup aside wias Hme 1o
Crack en with thie exerring con-
cent o finding mv perfeer
1::_“.::,_da,n,::_q::_:

e

percent fat free} or soya milk
and are around the £3 mark,
They ooze freshness and | was
spoilt for choice. After scour-
ing rhe boards for 5 minutes |
narrowed my chaices down to
4 and couldn’t resist Irying
each of them.

Tke first: ‘Strawberry Cuol’
was sweet and rose rhickly up
the straw, rhe fruzen yoghurt
melting on ynur tongue with
the fruit is a scnsation (hat

conjures up flavouss reminis-

cent of summer’me and is
Aood one to fight away thosc
winter  blues. ‘Mango
Madness' is a tropical smooth-
ie which would be refreshing
in the middle of a shapping

spree.
‘The  Brazilian®  was my
favourite. This contamns the

new Acai berry and paw paw
and is scrumptious with a
suble spicy kick. You have to
try this anc!

Now  these smnathics are
fantastic as they arc, however
il you folluwed 1ay advice nn
page 18 and aic on a health
kick or il you takr supple-
ments what easier anrd defi-
nitely 1astier wav to take them
than 1 add them ax a hnaster
frovour smanthic or
Choose from ginseny, s

Hothis wasur ennueh, s
alsa have a scleet of
smonthies. | saw twn
ilping n the “Fat Bamer’

Jealthy Tequila?
Althaugh “their display of
desserts lonked appetising 1
flecided to Al what space [ had
lelt with a healthy Tequila
shot.  This is actually 1oz of
pure, freshlv squeezed wheat-

Ui e rlein rre g

NI

finc of Crussh's employees has
one every day and her skin was
glowing so il you're like me
and have the hest intentions
but not the best will power
when it comes to preparing
vegetables this is the anc for

AU PLOIUL RS Y UAuriiey 11,

Crussh have achiceved allt
their goals and have sings
handedly destroyed the myth
that healthy food is hard work.
I will bt returning temorrow
for my breakfast smuothic and

porridge.... see you there!

ST T P
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12s have stepped in where coffee bars OpeRInT e enw et
R . . s the Pret factg
tcoms left off — every City boy with a Lrussi Pple thovhe thy
el o James Learmond, 38. was educated at could leave their by
35 plaﬂ MaNLs Lo SOuUeeze the cash out Edinburgh Universily and went to work for — and oo Julun Mewalic
i the commercial property firm Hillier Parker.  with simoothies mstend
Gauanndra Hﬂdge meets the nice He launched his first juice bar. Crussh. in of sandwiche s They
, N . Carnhillin 1998 using £40,000 of hus own have virtaliy all fallea
1 M ’\ ! N
TEN I /'”g to mdkE‘ d hea]thy fOI"tUﬂB maney and a lean from the bank. There by the wavside exeepe
are now nine Crussh juice bars and three ns es parily ecause
mora are set to open this year. in tie first wedon't depend wlcl o sneo i~
year the turnover was £200,000: last year for our revente Property prices are

it was £2 milhon. James ives on a farm in whso a problem b eom OIS omevands
Hertforrishire with his wife and two children.  there was tacr unble ko sites by
Starbucks, Prot, Cantdé Noero, Cattoe

‘When wasat Hillier Pk Repubhic tnd Benjus Tt foeed the
i was badly behaved T used o nuarhet ap. Peaple who thousde
stay out Lt drink aleohol, they had apood idea were
cat badl - Butduring the torced to o in biizh, win vy
Cwanted o be healthy. didot Mougoggass” et whenyou are Linndue
swant toeat the foed that was aew business, Also, thee
avaibible, the Dist food and mark np oo a smaeostice '

Duaggers, but there wasn't .un sy thatgre st Pradn o gpansive
Cholee Tmet annmtiomist who sother s nething e thee

mtrodie st me to juices and [ ' atuk-up onLofice - thar’s
telt so much healthier drinkine steatosphesice, But our auer sy v
them that [hnechod oy own b appreach ta opening store. re p
fowas never pust abeur the smoothies that we lone aiseavs been i kg
Pwanted sumeshere Teould e enngh res Snte o cover aur costs
funch - thar's why we sell healthy We have mado ie work, but ir i, beer
samdwiches, soups ad salads awwellb o long haul My abirion i e e
In 1998 ther  wore juive bos aCrussh bar onevery hghostrect
. "4‘1‘5‘4\
.n" :

thers simply v e
Frumna' -~ cnoizh ot those

. around tha we eoul
Douglas Strutners, 33, a .- ot into guickly
Cambridge chemical engineering Aaew our cusronters
graduate, left his job at Unilever Werd e satiaod with
to found his chain of Frumbas in just vdrink - they
1999, increasing his mortgage and wanred somathing to
finding investors amaong friends to cataswedl Toosed
amass a £100,000 start-up fund. Frumpas  tor something o sellb alongside the
operate out of kiosks in shopping centres  juives. But everything healthy
and health centres. By 2000 Struthershad ¢ wsted appalliog and vverything

opened eight kiosks but found that the tasty was unhealthy, I enlisted the
fruit and nut bars he was selling alongside  help or a chef and a nutritionist,

the smoottics were more popular than and the Frum'boost bar was born e
tie juices. He has now shut dow n all but contains truit and nuts and aerive
two of the kiosks and is concentrating health ingredienes suchas ginl.gzo
on the Frum'boost bars, The turnover biloba and echinacea. Soon ciouzsa
in the first year was £500,000; (ast year Fruny’boost was selling more tam
it was €1.5 million. Struthers lives ‘n the drinks. then we started selline
Oxfordshire with his wife. thent in other outlets such as

WHSmith, Fhe smootlies wore
Twas working for Unilever setting more profitable but we wers soelling

up a chain of tea shops. [was 200 4 day in conteast to the

enjoying mysell bur was ieritated thousands of Frum'boost s we

that 1 was working so hard for were selting daidy, he cleveress

ssuneane else. aas interested in thing to Jdo was

starting 1 juice bar because five wind up the juice @p

vears o it wasp't really being hars and coneentrate g \

done, and beeause even then onthe Fruntboosts. 1 _preme

healehy eating was such a big issue. never intended to et

My idea was to do Tor smoothivs into the cereal-har Y

what Starbuclis had done for coffee. market. but T didnt |

The problem, Tsoon reatised. have the resources ta [ 4 PO 7

was that smoothies aren’t cofice. nutke both work. PR PR |
2 Noreveryvone wants them all the Juice bars just don't .
2 time. The kiosks had to be in busy have the sealabtlity '
2 locations to be profitable and of colfee)
<
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the great food

writers will come o

pronurence. o talling
About the likes o

' - respect and !

T duartntee vou'l]

n t e secing ot
i mors

mably, wter yeass ol

~atching people cook nn

wirscreens. the Biwsh

ek ke they misht st o

i ewn tingers Jdirty. i his
rommises o be P G e
‘ople running cooking
w@s Soif your othr halr
crseind ropaon

an. el them

R AT

Amud the plethora nf
‘estaurant guides

luat e availab-le ;
s, oite wiil fhdly :
ovethe otheos Bl .
covhonics publishied, 4,

elin ety s ir share
ractars but ics <tui the
and the st

A mov s azainst cheap oo |
sl sweep the nation,
Fuod writer
Prince is
ared o be
shing her
v book
iimsiar
hange the
oushop and cat forever
cently, she'll avgue thar
‘hould spend more on
-quality produce Hhat wi
mger and make you savi
is her publishers receive d
the manuserip
and doubled 1 -
prine order

One ot

wateh is Lan

Pengelley
(lett). Born in
Hong Kong, he
trained in Ching,
hailand and
pore before landimg i job
: first head chef of E&Q.

month e opens Pengelley's

Sophic Grigson (!211)
she’s hameledgeable,
comanands serigs

oflicr

SITWELL 1S THE

restaurant and bar on the site of
Mome's, [epromises grear things.

It's time tor an end to

stacking. I'm talking

pancey tovwers of food that
show the chef has had his fngoers
Al over what you're about to eat.
Flavour not appearance is
what will be important.

Having struggled both

financially and eritically,

Mourad Mazouz's (abov.
extravagant Sketch on Conduit
Strect aow looks set to stay and
become an instituiion. *fle no
lonzer looks like e on Death
RoseS repoits a friend ol his,
deseribing hinas ‘more
philonthropist than resiauraneur.
s will be his year of glory

Every yvear a new vodka
Lries to squeezye s winy
inte the crowded cockeail
market and 2005's budding
winnbe is Snow Queen.
Punters will Tova its dudgy
Russtan mafia image - it's from
Kazakhstan - and finky bars
such as Auraand Monw are
Already stocking the souff,

Tom Conran is
betting on a new
love for British
g Thirties-style
& untertaimment in
2005 with the
introduction of moathly dinner
danees and  bi-annual Stomp at
his Bluebird Dining Rooms
Labove), There will be 40-picce
swing bands and tame striptease,
but God help us if men start
srowing pencil moustaches.

This year's healthy

food trends will

veer towards good
slternatives to cream and o8
duep-fried food, Word
is that, in May, cookery :
writer Jill Dupleix (right) ¢
is planning to publish
Good Cooking: the New
Fssentials which promises
foud that will leave you
satistied but not guilty.

Patrick Kielty's sofa supper

The 33-year-old stand-up comedian
and presentar of shows such as Fame
Academy comes from Belfast and now
lives off the King's Road in Chelsea.
*When I'm in on my own 1 cook

quite basically but if thera"s company
I'can put o guite A mean spread,’

he says. ‘After all, a man has to make
an effart. I'mout quite a lot but I have
1 telly supper now and again.’

Who's on the sofa? | prefer to have
my telly suppers on my own - ro cne
to fight for the remate control,
What's on the menu? Baked potato

DETOX DRINKS -

(020 8500 3839)

’

» HSm
T ey

£2.50 (340m) i g
I et
(Wore.Crush.com W l
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£1.68 2500 ”; *
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«ith chitli, grilied chicken breast ina
mushroom sauce and vagetables.
Pudding? Mow that 'm over 301
hava to decide either to drink ar
have pudding. And because I'm Irish
1 tend to forget about the pudding
and continue with the alcohul.

And to drink? Hpnotig (a tropical
{ruit liqueur with vodka and Cognac)
with Ic2, and posh water, Evian.
What's on the box? 2Jon DVD or
maybe the comedian Chris Rack

on videa. He's the funniast man an
the planet.
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Callsta Flockhart's blind tasting clearly keeps her trim

Conwiled by Annie Deakin




RUB gaal. James vettekiap

SITWELL IS THE

4 A

Burly Northerner Mark

Restaurant ites

Stilf from Kensington Place

and Le Caprice were Ioit
siashing theie te st an List wedh's
Tatler Restaurant Awards w Len
the prive for old=timers (A osy
Consistently Eseellent Restainang)
went e Henry Harrds o his Frencly
restaur i Racine. *1es oely een
cpen bvo e moaae d one T just
eels ke it been nound foeser?

Sophie Conran,
suio o e
woear Lrmly and
Hker of pres,
s i el
JGprivan
ambition, He
tiher, Siv

- Terenee, s
Paid e the sl nate complinent by
asking for her pivs ro b seacked
his City rest woant, The Royal
Exchange Gibover revcals nn boy
arthe pae Rrchen The savs he foves
them, conrinms Sophue, who fe e
the mena will soon featune Pics sl
1 poricand pruse vith apple nash

Broadbent (Icft), chel ol
Bluebird Dining Rooms,
is recovering from what
- adiner describes es an
3 ’r‘ ‘ugly incident’ at his

|

restaurant Lust week.
‘He was confronted by
an upper-class lady
with big hair who was
determined to order off-mieny,” the
diner explains. *She demanded he
coak lier ot Lancashive hotpot and
then insisted on showing himm how.
Fhis sort of thing doesn’t hapoen up
North and he looked very shuken.’

Ward reaches Food
Spy that the life of
the Late exuherane
restaurant PR Alan
Crompton-Batt
efo) is o e
fmmortalised in il
‘His life in the crazy
world of restaurants
worthd make a great
teature, a movice eace tells Foeld Spy.
And the pofect person to play hipy
would be Rhys Ifans who could do
for Al what he did for Peter Conk.”

SRR P
i }Yr iy
Mark lankel, chef of the Notting Hill Brasserle, CAE
predicts... R R
‘The arganic fuod movement has developed trom b
something that was novel and fashionable to a way o life A
for a new generation. We should now take advantage of o
the spirit of the organic movement and allow ourselves to
be inspired by local and seasonal produce. Mare and more ?
people today are buying from farmers’ markets and using ¥
box schemes and it is a very positive way forward.' ’
William Sitwell is editor of Waitrose Food tustrated |

(e-mail: foodspy Pjbep.co.uk)

S

Antonio Carluccio's

Twinkly-eyed Italian chef Antenio Carluccio lives in Fuliiam with s
wife Priscilla, sister of Sir Terence Conran. The chef/patron of The
Neal Street Restaurant and Cariuccio delis admits that ‘generally

I don't like eating on the sofa because faod is toy important and has
to be eaten in a comfartable position. f clearly don't descend frum
the Roman Empir2 with its tradition of eating lying down.*

Wha's on the sefa? My wife Priscilfa.
What's ou the menu? Minestrane soup made the day before
served with a stream of extra virgin olive oil and pesto. Wo follow
that with a Castelfranco - a form of radlcchio salad dressed with
extra virgin olive oil, leman, salt and pepper, accompanied: by
mozzarella, Taleggio or Gorgonzola cheese and

freshly baked walnut bread. Al plundered

from my deli.

Pudding? Lots of fresh, ripe fruit:

grapes, pears, tangerines and peaches

because | find the acidity in them .

aids the digestive process.

And to drink? Water, sometimes
after the meal 1 add a splash
of whisky.

What's on the hax? Usually
interesting movies on
DVD. My favourites
are classic italian
and French
films.

whats new on
the party circuit

At the opening of Robert I
Mapplethorpe's exhibitian '
at the Alison Jacques
gallery, the pictures were
5o hot that everybody
needed lots of cool drinks.
Thaakfully, there were

litres of icy Ivan the Terrible
vodka cocktails for guests,
including Alice Temperley
(left), who sipped a
Tsartini: vodka, honey
water, lemon juice and a
dusting of cinnaman
powder. Nasdrovyel

*»k

.k\
X

& A
*

Leonarda DiCaprla is in touch with bis leminiee side
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’ o e - - Tobe Hanson's infamous teen .
mijov this ravishing, pothic fuslled velebration of all things Close-Up Magic, the slasher is still utterly terrifying.  *
musical of love and death. The hip and Scandinavian. A mish- confroutational Scottish enmic Shown as part of the NFT's :
veal star of Andrew Lloyd mashof parfarmance art and D | (aka “the Glaswegian Goh™). angoing History of the Horror :
Webber's musical vemains - seis, plus Hee sets from the halow, tempaers his bilious asides Film season. I~ .
director Harald Prince « RS Gothenburse Male TLucia Choir, to concentrate on his prodigious | 0207928 2232
maanificent staging. The Gpm-lam, Notting Hill Arts Club, 21 Logor and the Travelling Fad. 72 . .
Phaniom's anthem is one of the Motting Hill Gate, W11, Free hefare 020 7450 9950 GRATRER BY
rompnser’s catchiest tunes, 8pm. then £5. Tube: Notting Hill Gate CRCIRARE 2OoRwap
ik Qertis Despite its name. Beach Clubh - -

' 0370 160 2878 actually an ecleetic, vodka- il SRR D LR P TP
30rm, Soho Theatre, 2] Dean . :

£12.50 E1750. :

e Tube: Tutienharn Court Roard :

finsdin + Twankey in the Old Vie's fastve fn iz show, O i Tricks and :

From 17 Decembar, Old Vie, uuw:.a‘mkm%_:‘ o helo you piza znc B

103 Tha Cut, SE1. £10-£35. ut if anvona can play the . aenn :

Tube: Waterloo damre and keen their dignicy survive a great night out .

‘va had enough of ;
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work, because, since !
ram2 out, { keep getiing ail

miact, s Sic ian (loft, in
reheassal with co-star Maureen
Lipman). A new versios of the
Arapian story, fiom tha pang of
Rillta Beovzn and carnposer
Gareth Valentine, this Aladdin
Inalis 2ot wn e g magar soasonal
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WE REFUTE much of what was
claimed in Jenny Engstrom’'s article
(' What o state!” February 7).
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_u i Crardens estate, And e are Stella Laris 27, will be able to drink # Green Goddess ! .won the S_,:ﬂ:.::c: vrganised by
CTRHTING W e Aot every day antil Mew Vear's Eve. “rue b juice bars o sehiruary 1 5he was presented
“checks The new detoy juice is made up ot kiwi, pear. appic. ::r lter prize at the Wood Lane Crussh har tagt week,

in_which
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How many times have you heard the phrass ‘a new

vear ~ a new you'? Well this year we will be

introducing a brand new focus page on heaith and fitness; reviewing over the year all of the [atest keep

fit concepts, technology and healthy habits to make s
So whether you're on a fat burning mission o
keep it that way with some shapely

Charry Martln

It you're like me and you
Want Wwoburn quite a few
calories whilst paying par-
teular  attention (o your
thisghs, spinuing is far yuu.
Sewneng Las been arnnd for
alibhe vt nas sudddeny avepr

b vt ti st wa yarars
ad s e g decding Tacor
it Dmess Biee o

Ll Ly people when -
(RSN

Pivnk tir oo chier De w g
wre Bk e arniggle

CEP Y et g for loneer
g the wlea al

Chsamt o da Uith poweged chin

than 17 RIHGTIESS

ot ar R oy defuincty iy
roaler

verioit of Fuerea by

staind an iahy AUy fortmer

duhtiy habivy foened Irgzs which
she Ll wiutiled g sge e seenn
o e il ook 1y setl
oy decal cule

Y 1l
ied oy throundy B faar 3
Y Spurimg smliusiagts
e gy ameamd an the spocd off

prang

Ththt as ol they Tl heer Sars oy

Ny

Aler thswng vy the nenaus
ARRHECNS anomy el g T3
et mewt 0 have b i3

tvghs uarchied gy

The wstanetor ¢ Al over
ad wamed e b the class anl
shewrd me how 1) g g aljusg
bre spnomg e wsnor el heep
g e andle bars gug- hrgte Dnee
seated | sturdied the sesstance dal
tanetdnately i fronn o8 ae AN iy

fears af wat beang (e 1n nivysic iy
Kerpup s el e vlass went o of

e window  as  the  instructor
explamned that the 'ovel of resistance
*as totally :p 12 ime thrnughout the
class Ohviously they push you to do
yuur best bat yau can tnlor the class
10 wurk your wineles 45 hard or soft
B you want

fhe dnke rseldr vy nothiug like 3
regalar exercse ke found w the CV
wenon ob your gym. Waith listle or
N0 resistanes it feels as though you
are pedallung ave aronud and tosag
there merodusing my lns fo the
teeling und yetang my balance on
Hie aaddddhe

With a tincer an the ‘play buttan
e ciass eytin

A full Body warm ap whilst wo (he
Like 2nsured that po one phlicd any
mscies durneg e Jaas

What foliwed for the e 15
MHHUKS Was uie Qb h\’v‘] Work-
At Rave had g luny! L

Sprminyg dasses revnlve aiound
ke musie phiyed and you alter the
(CSINange 0 yisur ke and pedad
fime 1 the bea of the mnsiy a5 told
by tiwe instructsr The wstructor will
dter the mumts of the music from
upheat music where ya “spring -
Spant yuur legs round as fad as you
can on 3 modeate resistance with
your head down and hamis nn the
frant o the hundie hars to mnady
bass nuste for Il climbs  The
samis normally last fa0 4 maxinune
of five anetes (unless the sunning
instrutns bas chose te /7 mmute
tong danc: remix sersion!)  Despite
the graans of anticipation gning
wound the class the Ml clhab was
the pardeular exercse | cgoyed the
mrst - Ne were 1ol o turn the
fsstance dial three whole wirns -

T0 ADVERTISE IN
HEALTH AND BEAUTY FEATURE

wiea you do this it is weredinty
hard 1o turn the pedals windst seared
sa you all stand up on the pedats ymd
shift your weiglt from side 10 side
on each kg o slowly  wen them
round  This really works 13 tone the
thighs.  There s 4 shaet break
brtween most sungs wiich enibics
Yoo take a much necded W
from your water botile

0n reflection the thing that sunat
ly put me ofF ot to these sprniag
clasey s prrely the theught of st
tisg an 3 bike and pedlling solidty
for an husr  This is not the ~150 -
sprithing works kecause it 15 broken
up entwely o five munute seg-
ments to work out your whole budy
wtth dildercnt secitons for dirizrem
arcts. | iave sune been to sevenad
sprung classes and tae one tinng
which remnins the same 15 the
friendtness  and vrrey of the
ustiuetors swinch irapires yau 1o
feep pedalling when you've sct
yoursell 1 high resstauce Lt
The classes tend 10 be quiie lively
and you wil find yourself singing
Mong to the nusic 35 you sweat I
IS 2 fantastic wiy to get yaur legs
into miniskat kockout cemdit on ar
il you 3re 3 mountzn iker or a
wannabe triathlon s1ar warks a5
excellent traming to build up
strength

Clastes range between £5-£8 or
may be included within varlous
gym memberships. If you are
serious about spinning | would
recommend investing in your own
¢l saddle cover to make the seat
4 itttle less pointy on the ofd
betrom,

ure that you find a fitness regime that suits you.
I you've got down to the shape you desire and just want to
toning exercises, we will find the workout for you.

Crussh, London's lcading juice bars, have carefully created the ulumate m

Daddy of De-tox

T WE

)

de-toxing juices thut mixcs Fresh kv
and organic applcs with 1 twist of
tooling  cucumber  with iron-nch
"spinach. Tis Jreat tasting juike wili
boost your body with antiondants 1nd
vitamins.

The Green Gaddess is anly gart of the
wide sclection of Listy dc -toxers on
offer. If you are gaing the whalc heg
to cleanse yaur hody then why ot ga
for the Daddy of De~-tox? This contains
3 superd selection of orgamic carrals,

. fresh orange and bectraot, il nch in
vitamins and mincrals to nd you of
aasty toxins.
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Haymarket adds Media Week to husiness line -uy
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* Rdidas three stripes ban
buts global deals at risk
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76 Paul
Sireet, EC2

(020-7729 9270)
| Diener for bwo muddicd the flavours, carpucciv

i .
with wine, £75 h
& of beet was two thickly sliced and
the meat swamped in oil [ wanted
something light o start, but the

fricd zucchini flowers stuffed with cheese and pine
nuts wore oot the bight, protty blonius Linugined bue
sougty and collapsed into something that tisted guod,
but fur stodgy, deep-fricd reasons.

The next course was beteer, Pata aegra (acorn fed)
pork cheeks braised with morcilla (spicy black
pudding) and rioja were dark and musky, unlike any
pork [have ever tasted. Barbecued chicken in allspice
and ginger was tender and crispy in the right plices
and had fatty skin and full-flavoured flesh to sy pport
those wirm spices. The barbecuing was sput on. A
plece of tuna was perfectly seared and sligluly farty so
that it was warmer and less metallic in the mouth,

We set about the puddings amd cheese like we were
hungry, when, in fuct, they were just ireesistible, We
had chovoliate fondant with ricotta ice eream,
meringues with cardamom masearpone snd rosowater
ruspberries, and two stellar cheeses - shorry vashed
manchego and a mild but complex blue. picos Jo
Europa. There are sume crass touches here - sy
lhand with the oil, wnie clumsy exeeurion, but Largely
The Princess serves unique foed thinvaork -

SOJUNIE MAVD IEY

<3

NIGaVANTS RIS

Inzg
AdetLale
Sal

Very et

2 !ont
Qutntanding

Quick bites far
husy whanites

A Tse Quality Chon
House is now oputs lar
breakfast Man-Fri
7.20am-10.un Aoy
nok tempted by Giaek
yughurt, will doubde:5
turn to the St Gegrge's
brealfast - two cqns.,
gnited lxmb chop,
calves' hver, blach
pudding, back bacun,
£3usage, lamby's kigney,
muchrooin and tensato,
£17 §0. Mid-muring
sneoze essentiy. The
Quulity Chop House, 92-
94 Farringdon Roud,
ECI (C?0-7837 5053,

& This summer's
heallhiest smoothio vl
ba the Bruzthan murie
wilh U2 wonder berry
agai, prized for ts hugh
levels of anthocyanins,
Itis available at all
London branches o)
Crussh. A medium is
£2.80, the large €3.00.

Flie st o onta orane
S s POt s 1, Wl
[ (SRD RGPS ERUE
WersChissl Lo ba
youi ndan st o

D Ltvanth e
apeniig of el d ing
kurgest Pusalt 1 S unay -
178-30uter mwlr
Seltndy:s €.t
Jureno ialis, 4 od
vabue T d tond god e
Pl s, e

SPAC It B 1 E iy,
3-138ud Stroer Wl (020
PETR RN

A Veather pormt iting
diera s bk doery
day W Maidavale's
owaieda gt i
Wby, Chel Tkt
hlomouy 3dds s Lo b
guatihrgs o e o
and macaerel, Waterw 15
S Famiasa Sircet, W9
Q2072535070

A Cehiverapce, the fond-
e tivery sersic, has
Jdded A apanas .y many
(3ts range of cuimes.
Packaging has serwd up
wailn artists biredto do
vtk speaific ta each
merits. Even the 1105 ik

vanLdeliveran sa.coutdh.

We visit Londow’s speciniist food shogss,
This week: SV o,

3 At Vom Fass you can
Gring & bottle and buy
draught olive oil. it
works out a fittle
cheaper. Vinegars ard
spirits are aluo seld un
the same basis. The
main branch is near
Chorleywood Tube,
near the end of the
ketropolitan line.
More central branches
are found at Selfridqges
(020-7318 3602) and
Harrods (020-7730
1234). Vom Fass, 21
High Street, Chaifont
St Giles, Bucks {03707
S00952).

A Most of the lines at
Harvey Nichols's Fifth
Floor are notable for
their stylish
packaging, and the
ulive oil certamly tooks
alegant. Leak out for
the Extra Virgin Greck
oils - particutarly
lustrous. Filth Flgor

Fuodmarkat, Harvey
Nichols, 109-125
Kmightsbridge, SW!
{020-72135 5CCOY.

& Garciais g Spamsh
delicatessen un the
Purtobelln Rusd. They
have same vory Jocd,
branded Sganish olive
oils, and it's a grand
shop for sbscure fishy
treats in tins. R. Garcia
& 50n3, 246-250
Portobello Road, V11
{020-7221 6119).

4 Garzano's was nnce
fike 3 canteen frr the
nearby Guardiar.
Having moved doan
the road, it remains 3
well-stocked
delicatessen with 1
setection of ttalian
olive ails rantung from
strasghtforeard to
exquisite extr1 virgin,
Gazzano’s Ltd. 167
Farringdon Rn.ul, ECL
{020-7837 18AG). CC

3979
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Alaka tie best of your break with

owr diming suggestions. This week
Lari.shka lvan-Zadeh goes for pies
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EACH WEEK WE ASK A TOP LONDON BARMAN - OR BARGINL - 1) SFIi L
THE BEANS ON WHAT THE'R CLISTONMERS ARE DRINKING AND TALKiN(: ABCLT

THIS WEEK: Paul McRanag, 2+, f.om Sydney. Paul s barman at Ao :ch

<3 Tidfalgar Sviearo \WC2 T2l 020 7830

Wihat lype of wor s comz to diind. hare?
Business pesple Wa're o Scottish bur <o they
fake one happy fook az the vase wiisky it
md rub their hands with efee

dusbsuits fhent

Notat all. The other nigit Twatched 1 2ans of
Oy adsertning exees = real cai-th v shaeky
tynes - hit st oft with 2 group of 2.1 ear-old
S ail Alucan backpackars vho waie
serimbling together cuough cash to buy a4 pimnt,
Whit 0o rsst paopic iy

WEHISKy - neat or in cackuily, We've mors than
30 madt whishies and miest cusmomers waat o
uy them

Oz womman go o whialy tou?

Absolutely. Qur Liquorice Whishy Sour 1 te
most popular,

Vhat elsz is cn shery

Our castomers are adventucous hen it conies
to cocktails and T always give advice If
someone looks inthmidated by the st and just

orders adry whire wine, I might suzzest

a Lemon Fizzy (Ketel One Curoen, frosh
lemon and Cointreau lopped with Prosecco)
Say s this more the Lind of Loy you'ss
sehmooze top-:nd elierts rathzr than

hang out inafter vioek?

WeTre new, so Fve noticed people bring m

ther bosses to impress. But there™s an area for

2veryone: 4 hi-tech boardioom on the upper

level for business nieetings, high-end dining

on the meszanine and a laid-back bar on the

0063 Tube: Charing Tros.,

ground floor Office gibs love the naswcmem
cacktail lounge.

Why?

le might be because we've gut bocthy il
TVs and sound sy stems. or besmise 1 ey v
see up the barmen’™s Kifis as we code vt

Have yaur Lnovin of any doal s thet oo
slinched =t th2 hr?

Only my vwn The other day i ctistomer wits
in here celebrating and 1 eonvinead hun to
order the Dalmore 50-year-oblmalt o €340

a shot. I

] [£57 EACH ISSUE WE COMPARE THREE LUNCHTIME PRODUCTS WITH THE HELP C.F A TEAM
"7 OF OFFICE EXPERTS - OUR READERS. THIS WEEK: JUICE

Cnsin Zinger puce with orange. appie. cineapple and carrot (Tel 020 7499 G284} v »0)

’ ‘A rzasonable flavour but a bit too sweet and rather watery.'

ity M3%s & Spencer frashly squeezad orange juice (T2, 020 7935 41225 £1.15 for 256mi ‘A very )
tasty adult juice - a good consistency and a real explosion of flavour for the tastebuds.
Wonlrose fashly squeezed orange aiid raspbeiry juice {Tel: G800 188 83.4), Y9 far 250

‘Quite a good texture but it tasted too sharp and a little on the bitter side.’

200’5 0ff 12 1358 produets were assessed by o economic devaloprient corsuit Ty 1 Rusy 3l sty ..
Wi offee $207 veondd bka to ha 37 A futire rang! 2-mall officetest@ukmetro.co.uk
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Cherry Mariin

Crussh stands out with
its bright citrus décor
amidst all of the brown
tones of the coffee
houses making you feel
fresher just walking in.

So after tearing myself
away from early Christmas
shopping [ strolled into Crussh
and spent the next hour tast-
ing all ol the dishes on their
fantastic menu.

Let me first fill you in a bit
nn Crussh...

It was first inspired by MD
Chris who, whilst working in
the City grew tired of only
having the choice ol coffve or
more coffee and sct about cre-
ating a different break time
experience which would satis-
fy the tastcbuds hut would
leave your senses feeling
refreshed and inspired for the
rest of the day, ta the paint
where you can't wait to go
hack.

fresh is the word

All of the fnod that Crussh
sells is made on the day of
serving it to ensure thar it
glows with [reshness and the

ingredients arc the healthy
version of everything: natural,
organtc, frec range and toler-
ance friendly.

Although the sandwiches
looked tempting - well flled
and chilled to perfection <o
that the bread still tastes like
hread and not cardboard - I
was cold outsirle and 1 fancicd
something warming.  The
‘soups  and stews'  menu
looked inviting with classic,

‘Being a Thursday, | opted

you,
onds.

Their smoothies consisi of
[ruit and either voghurt {98
percent fat free) or soya milk
and are around the £3 mark.
They onze freshness and 1 was
spoilt for choice.

After scouring the hoards
for 5 minutes | nairowed nty
chuices down to 4 and could-
n't resist trying cach of them.

The first: "Strawherry Cool’

they hnast, 1n 90 sec-

for the 'Brain Storm’ to get

me through to Friday. Summer once again in a cup and
girly pink. The fruit shocks your brain into fifth gear
and { made @ mental note to bring the editorial team
hera to stimulate ideas each week,”

gourmet, chilli and organic all
starting from £2.30. | chose
one ol my lavourites, the old
classic leek and potato.
Cooked ta perfection the bowl
was filled with just the right
amount of vegetables in there
to Nt you up.

Soup asidc it was time to
crack on with the exciting
concept of finding my perfect
drink. There are three main
boards of idcas to stimulate
you. All of them are made
from fresh fruit and you can
see it being made m front nf

was sweet and rosc thickly up
the straw, the frozen yoghurt
melting on your tongue with
the frnt is a sensation that
conjures up flavours reminis-
cent of summertime and is
gond one to fight away thosc
winter blues.

‘Mango Madness' is a tropi-
cal smonthie which would be
refreshing in the middle of a
shopping sprec.

‘The  Brazilian® was  my
favourite. This contains the
new Acai berry and paw paw
artl s scrumplious with a

P ma hesrd on The

PRouZT 2 new frait

Spm T . <
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subtle spicy kick. You have to
iry this onc!
Now these smoothies arc

n
iy

2 siooikie, intriguad?

WE e fvnehitime 5o rew

They have a full range of
gluten [ree, wheat free. dairy
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frec  and  vegetarian
options  which excel their

fantastic as they arc, however
if you followed my advice an
page 15 and arc now on a
health kick or alternatively if
¥ou lake supplements what
casicr and definirely  tastier
way 1o take them than Lo add
them as a booster (o your
smoothic or juice? Choose
from ginseng, spirulina, bee
pollen, Echinacea, aloe vera
and loads more.

If this wasn't enough, they
also have a selection of ‘super
smoothics” | saw two women
gulping down the ‘Fat Burner
whichi is various berries and a
supplement  from the US
which increases your metabo-
lism. Being a Thursday, I
opted for the 'Brain Storm’ (o
get me through to Friday.
Summer once again in a cup
and girly pink. The Ffruit
shocks your brain into fifth
gear and [ marle a mental nnte
ta bring the ceditorial recam
here 1o stimulate ideas cach
week,

competitors.

I'am a big fan of customer
service and attention to detail
and I am happy to report that
T was greeted with smiles and
cve contact which was a
refreshing change to the mon-
otones  experienced in sn
many of the other busy cater-
ics here.

Crussh have achiceved all of
their goals and have single
handedly destroyed the myth

that healthy fhod is hard
wark. 1 will pe returning
fomorrow  for my  hreakfast

smoothie and

semer thhoaeat

porridge.. . see

ety




ty dar dastehiiae aur o
Icave  vaur senses feeling
refreshed and inspirerl for the
rest of the dav, to the poing
where you can’t wait tn go
hack.

fresh is the word

All nf the feod that Crussh
sells is made on the day nf
strving at 1o ensurc that it
glows with freshness and the

With a guided tour of
Lapland. Let those 5

LI e Mt onn nning
Cackad o perlectinn Hic how!
was filled with just the righ
amount of vegetahles in there
to fill vou up.

Soup aside it was time to
crack on -vith the exciting
concept of finding my perfect
drink.  There are three main
boards of ideas 1o stimulate
vau.  All of them are made
from fresh fruit and you can
see it heing made in front of

et AN Iy tery
conjures up flavenrs reminis-
cent ol summertime  and s
good onc 1o fight awav thnse
wimer hiues.

‘Mango Madness' is a 1rpi-
cal smoothic which weuld be
refreshing in the middle of a
shapping spree.

“The Brazilian' was my
‘avounte.  This contains the
new Acai berry and paw paw
and is scrumptious with a

Tanta’s Grotto, hidden away in decpest
pecial childeen tell Samta their Christmas wishes,

then call up a National Rati: number 1o hear far yaurselt,

Call now on 0901 553 0108

White dawn your umique PIN

nurnber and then hand the phane o

your child as they begin a magical tour helped by Santa's Chief EIf
and 2 whole cast of characters]

Then call 0870 0851011 and enter your FIN number to ticar their

wishes,

Maximum calf cost £1.99. For customer service please call the
helaline on 0871 712 0019

SUMTCT onec agam in a cup
and girly pink. The fruit
shocks vour brain into lilth
gear and | made a mental note
1o bring the editorial tcam
here to stimulate ideas cach
week.

Healthy Tequila?

Although their display of
desserts looked appetising |
decided to fill what space I
bad left with a healthy
Tequila shot (E1.50). This is
actually loz of pure, freshly
squeezed wheatgrass in a shot
glass, served with an apple to
substitute the lime. [ was
slightly apprehensive about
downing a shot that smelt like
freshly cut grass but hey,
cheers! Pleasantly surprised -
it tastes really sweet. The best
part about it is that onc shot
is the equivalent of 3lbs of
vegetahles.  Berter still as it
nasn't heen cooked, ali of the
nutrients are raw so vou gain
maximum benefit from it
One of Crussit's employeces
as one every day aad her
1 was glowing <o if vou're
like me and have the hest
mrecittions bui ¢ hest
will power when it comes to
picparing vegerables this s
the ane far you,

competitors.

I am a big fan of customer
service and attention to detail
and [ am happy to report that
I was greeted with smiles and
tye contact which was a
refreshing change to the mon-
otones cxperienced in so
many of the other busy eater-
ies here.

Crussh have achieved all of
their goals and have single
handedly destrayed the myth
that healthy food is hard
work. 1 will be returning
tomorrow for my breakfast
smoothie and pomidge.... see
you therel
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In our health-cr,nscions age,
fast food has Facome a dirty
nhrase. It's symammnus
All that is tasteless, nno
quality and fatizping; tiand
hurgers, dubio:z L ebabs.
greasv chips and watery
~hiclien nuggeis
Super Size ie. this year's
most tellked-atout film,
documented the harmfui
effects of super-sized meals.
while debates @ ibout zhild
abesity have riged throughout
the year. No winder that
well-nstablisheri chains have
seen their proits plummet.
However, fzist food need
not be all bad. This year there
has been a suiprising upturn
in places that nifer fresh
uniussy 302 cooked with
good-guality ingredients,
served in a jifiv, Order wisely
chnose lean meats, salads,
fresh vegetablos, low-catorie
Aressings, and frut — and
Tast” can equate with
“healthy”. Ever, chains like
MeDonald's and KFC have
cotioned on, introducing
arganic milk, salads and rice
on their revamped menus.
Here we we, take a look
ix places whose sthos
and diverse menus 1eflect
'his trend. All of them prove
"hat. despite the had press,
iast food 15 hare to stay. It
nPs simply grewn up — and
has beecome wigar, leaner
anrl tastier,

Fatnched
ane _::nn
the Sall
Y TR

.78

ed burgars
with salt-andi-

N w\ s

neoper squirdd ond sprout
=3iads. all for under £10. The
babes -n question are young
tns, as the restaurant has a
nursery room.

275 Portotello Road, London
W11, 020-7727 4163

Y01 8UAM

Smali bundles of raw fish
wrappea up in rice and
washed down with green tea
are a uniquely healthy tunch,
from the trademark rotaiing
conveyei bei.. And, u
other Japanese restaurants,
prices have been kept low.
www.yosushi.com;

branches nationwide

FHISE
Pulling together Silk Route
influences from Turkey to
Turkmenistan, the two London
brancihas of Shish, in Old
Street (EC1) and Willesden
Green (NW10). transform
kebab culture o scmething
sophisticated, neaithy and
tastv, A wide range of
veggie-frientlv inezze starters.
at reasonable prices, is
senved i the iasge ypen-plan
_ﬁJﬁmr

noom

JingCe chan opencd its
s hranch 1 1998 and ik
signature smoothies such as

The Brainstorm — banana.
appie. cranberry and a
supplement mace from ginko
bileba and bilberry ieaf
powder — are a great way to
top up daily doses of fruit
and veg. Also on offer are

gluten/wheat-free sandwiches.

VwW.Crussn.com;
branches throughout London

CAT

This sandwich bar chain
bnasts 38 stores, from
Birmingham to Bow, seliing
35 different kuncls of
sandwiches and salads. The
spicy crayfish noodle salad
1s a favourite, as are soups,
such as Moroccan root
vegetable with charmoulla.
The constantly changing
menu hinges on seasonal
factors, fresh produce and
customer feedback.
wmww.egteare.co.ule
branches nationwide

TRIBRESN
This chain of fair-trade caics
opened its first outlet this
week 1n Covent Garden. so0n
to be jored by annther on
Portobello Road. and 25

mare by 2006. Where
possible. all the ingredienis
used i the yoghurts,
chorolates, biscuits. crisps
and drinks are faii-trade.
Progreso is owned jointly

by Oxfam and coffee giowmis
from the developing world.
Otner supporters inclurle

the Actor Covin Firth,
DIOErEs0,org.us:
Thomas Meal! Centire,
o 1 Stract, L ora

e

SULHEPH LA
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Tale it
away: a dish
of goodness
from Leon;
Facing page.
its sleek
interior.
Inset, fishy
bundies
from

‘ol Sushi
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in the healthiest way posaibls rheet o ! :
Crnseh, Lgnden’ leatling jniea bay .
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(Februavy _Lﬂ),

The Eeash pink “Lovs Juice” ig packed
with rr%hly m'mml praches, maruec,
bananaz and straw bm‘{’ries mme’?
aphrodisincs, Peaches

. s
2O Sap ot

; ~‘mﬁ=='mmww,~:n«

el :
Kidneys and rejunvenate the sl"‘.-n W'hi,le e . S
Stvavvberiies fight bacteria and viruses, ﬂ!g f”’mss? Fres '” i’ tasty

1’5 guaranteed tp leave you feeling Frnityi }
! Antd Crussh’s large selection of | Jutices

antl smppthies are hi imming '3'?/:?‘.'.1‘;
nuiriznts and vitamins to b oost your bodly, ‘ . o
S, staciyour Valentine’s by samplingthe [ ¢ - ;. A
flirtations “Love Tujes”, ‘ o

Formenn details visit YWWW,CrUssh.com . e e e o]
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S eware

WITH the clocks going
back and the increasing
need for scarves on the way
to work in the morning,
reslisntion has set in that
winter is approaching {ast,

It's common knowledge that
your body uses up more
cnergy during the winter

working 1o producc heat 10
keep you warm.

Therefore, Crusshis offering
readers of The Hharf a special
Winter Fucl lunch promotion
tohelp keepyou fult of Tife and
vitality throughthe cold days.
For the month of November
you can get any medium soup

plus any sandwich for only £5
at Crussh in Jubilee Place Mall.

Crussh have developed
London's most extensive soup
range on offer this winter, with
more than 30 recipes made
from the finest ingredients,
rotated daily.

Choose from classic,

orgamic or gourmet for the
healthicst, tastiest lunch around.

So if you want 1o claim your
grcat November meal deal
stmply cut out the coupon

- below and present it at the

Jubilee Place Mall branch of
Crussh any time before the
end of November.

fa}
]

— A

THIS coupon entitias the
g?mé:ﬁ&ﬁ:uﬁi?
any sandwich for only £5
at Jubllee Place Mall's Cyussh
during the month of November.

Simply take this token to the
branch of Crussh n Jubllee
Place Mall to claim your
fantastic discount.

B@O0ffer expires and of
Novembier. Daes not include
chiicken chilli.

- Crusslh: Uit 25, Jubiler Placs.
3

Coaary Whard, E14. 020 75719 427,
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London Crussh Restaurant Review, BBC Centre, Vivacity, Wood Lane
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Summer cocktails

Over at Zuma, 5 Raphazl Street. SW7 (020-758.4 1010), renowned mixglogist
Tony Comgtiaro has joined Rainer Becker's place and 1s aiso at Roka in Charlotte
Streel. W1, as Bar Operations Manager Tony has come tom Shumi, Hikkasan,
150'a. the Atlantic. Lonsdale House ard Delrot and s nev sumnier cockt bst
shou'd be one worth suppng Al Zuma |prctured] Tony u nese

i1 s Stergn
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soom Bether wath charmy and cherry BIOsSom pus ifGseceo Ang Cues
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Spring Clean Your Body With Crusshi

Spring has almost §prung and those clever people at CRUSSH, London's
leading juice bar, have developed a fresh new menu full of "feel good food” to
make you feel lighter, fresher and healthier this Spring. Available in store from
29th March, the new menu features a variety of clean, tasty, wholesome food
and drink to help you fee| good about yourself and help give your body a good
spring clean. So come on, visit CRUSSH and put a spring in your step!

Why not kick-start your morning with a bright ‘Spring Zinger' juice wiih pink
grapefruit, apple, pineapple and carrot? The new menu also sees the return of
their popular 'Green Goddess' detox juice with kiwi, apple, pear, lime, celery,
cucumber and spinach; the ultimate one-stop spring clean for your body. If
you are looking for scmething more substantial than a juice then try the thick
and fruity, super-smooth 'Berry Breakfast Smoothie' with Crussh natural
muesli, banana, skimmed milk and strawberries.

Freshly baked bagels filled with smoked salmon, cracked black pepper, low
fat cream cheese and a twist of lemon offar an alternative breakfast option.
Or, you could choose the Egg Florantine bagel - Crussh's bwist on the

breakfast original,

with low fat mayonnaise, free-range eggs and baby

spinach. Fruit salad pots, with fresh seasonal fruits. as well as muesli, low fat
yoghurt and berry pots are the perfact way to start the day.

CRUSSH have an exciting new concept for this saason that they call 'Health
Pots’ These little pots are packed full of nutritional goodies and you can pick
up pots that include their new 'Barley Babe', with organic barley, spring onicn
and Thai chilli sauce or the 'Puy lentils and Feta' pot with fresh parsley and
mint - perfect for those with wheat intolerance or on a low carb diet.

For lunchtime, CRUSSH has the biggast range of soups avallable anywhere
in the capital and latest additions include spicy Chorizo and potato, warming
new season'’s Moroccan lamb with couscous and Gallic chicken Provencal
with spring vegetaoles. There is also a great selection of sandwiches including
Salmon Gravlax and a new vegelarian and dairy free addition to their
sandwich range the ‘Sunny Veggie Club’ with crunchy bean sprouts, olive
tapenade, sun-dried tomatoes, avocado guacomole, and fresh grated carrot.
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Anthony Ldwards Publiciis

‘CRUSH JUICE BARS

DAILY TELEGRAPH City Diary
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7 Richard Flyweal
Ivans Archirecture and Design
creared did the whaole thing,
Irom archiiecrure to graphics.
Whai's it ike? Fururistic, 60s-
corve-look style — the ann
seems o he rodrag us away
Irorn the association of pice
havs with sandal-clad hippies.
apaceas lined. especially
durine the lunchiume ceus[slh;
seatmuas offered at the wain

bar o on amaorphous bionches
wrant nf the m -honee
crvsme, Corussh 17V [
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shochibe shabbe reel or 1

.
Five more branchos are plan
and the food? [reshv

e ied junces, sushi, totn
-

wraps and salads. \pparendy
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Fluid
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Frash & Smooth
Canary Wharf

Joose Moose
James Streat

Juice
7 Farlham Street
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Neal’s Yard

. Beach Café
13 Neal's Yard

L.

The coffee boom can't
last for ever but what
will take its place ?
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The latest eating and drinking
traze o nit the UK from North
America appears to oe the
juice oar (Leisure Vianage-
ment February 1999)

Whie he concept is still to
'ake off there has been much
rerest in the handfyl of oper-
atons in the City of London
and both Crussh and Joose
falk of signing deals with

major health club chains
(HCM January 1999 p9)

R TITEREN P

Also on the heaithy eating
vein is the launch of the Lus-
cious low fat cafe (Leisure
Management March 1999) by
Australian Alison Rose and
her husband Tony Guy. They
hope to roll out this café con-
cept into health clubs, among
other iocations.

Details Crussh +44 (0)171
626 2175 Joose +44 (0)171
487 2882 Luscious +44 (0)171
723 6464
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Juice week - who set the juice loose and what's it all about? Page [ of'}

Britain is flooded with juice! Dedicated juice bars are
cropping up on every corner, juice is on the menu at
most cafés and restaurants, there are juice gurus,
juice hooks, juice remedies... Saral Crocker reports
on the big squeeze

Ithas been described as 'the ultimate fast food', ‘instant gratification’ ana
‘the ideal way to enhance well-being'. Given all the hype it would be easy to
get carried away and think juice is a miracle efixir. Strip away the ‘juice-

A, speak’ though, and at it's most basic level ‘juicing' is the preparation of

f ) juice from raw fruits and vegetables

There is no subslitute for a good, balanced diet. But as part of a daily diet,
fresh juices can provide essential vitamins and minerals to help you stay
healthy, Click here for more on juice nutrition.

Definitions differ greatty, but according to the majority of people we spoke to
in the husiness, a juice contains just that -~ the juice or the juice and pulp of
the fruit, whereas a smoothie usually has other ingredients added to make
it thicker and creamier such as frozen yogurt, milk, honey, whealgerm or
fce.

WA Man . R
’ v ..’_/

Craully, Links paus '
© Caiiton Qnling Lid 1999 - all rights reserved.
Conditions. of Use

hltp://www.simplyfood.co.uk/features/juiceweek/juicemain/j uicemainPage.cfm

18/8/99
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How far do you push the health claims of juicing?

Well, I'm homeopathic. and my family have always been into vegetarianism and organics we
grow a lot of our own produce. But then | do go out and get drunk and have a good time and
that sort of thing. so | think it's important not to shove the message down people’s throats, bul
on the other hand | think thal we are able to substantiate our claims and a lot of peogple
aren't We also have a dedicated nutritionist working with us - Roderick Lane (He was the
nutritionist to Drana, Princess of Wales).

How do you decide what juices to serve?
| think we've got about 60 or 70 menus from juice bars around
the world and we just look at what we think will go down
s beot. If you go into any juice bar there are three staple juices
Ltgiugl which is carrot, apple and orange and generally they form the
g Dase Lo most drinks, but you're actually quite limited in what you
g3l can sell to people because there are some things that people
M find hard to stomach (letluce juice for example!) We do use
LRI [aspberries, banana, strawberries and then a lot of celery and
ginger and things like that. Rod oversees the nutritional range and the rest of us are probably
better at the nicer tasting range!

And the food? -
Woa change our menu every four monihs, and it's generally what we think people want. We
openex here yesterday and the top-selling salad was our gluten-free pasta salad which is
actually vegetable pasta. Apparently, aimost 30 per cent of people are in some way allergic to
gluten or wheat, so if you take ten people in the shop and three of them are aliergic to wheat
they're sure to try something a bit different. And if you look at someane like Marks &
Spencer - they're '95% Fat Free' range is an incredible seller. So people are looking for ways
to eat better, eat healthier, eat less. Our sandwiches are not run of the mill produce, they're
all organic bread sandwiches, all the wraps have got interesting ingredients like tofu, btack-
eyead bean salad and I think they'ra just things that people are waiting for ~ a bit of new age
food.

Can you see juice bars taking off with the pub crowd?
(Crussh is due to open in Chelsea's Kings Road shortly).

I think for 17-year olds whio can’t go to a pub, apart from
somewhere like McDonalds or Pizza Express, | don't know
where they've got to go and hang out. Well, with us, they've
got somewhere they can go to in the evening and have a nice
juice, brownie or something for only £3.50 or £4 and just hang
out, and | think that will go down really well. I also think there are
a lot of people who don't drink (alcohol) now or who aren't
drinking as much as they used to so are looking for alternatives.

Has Crussh been hard work? o
I had about three hours sleep last night and the night before. All day | drink water and juice I'm
one of those people that needs 12 hours sleep but if | can get by on three hours then it says a
lot about the product! It is good fun, I've always been someone wha liked dealing with the
punters rather than just sitting at a desk. | just like bullding up a relationship with people. So
many people come up to me and say ‘oh | think it would be great if you do that', or 'the way you
do thal's terrible’ it's actually very nice to be in a position where you've got a business that from
one day to the next you can change the way that something goes, It is hard work ~ | think
farining and food are businesses that anyone who wants to take a few minutes off during the
day shouldn't even consider because it's relentless - therg's always something going on.

How many more Crussh bars are planned?
There are three at the moment, in London's Cormbhill, and Curzon Street. and one more which

hitp:/fwww.simplyfood.co.uk/features/juiceweek/crussh/juiceprotilePage2.ctfm 18/8/99 358
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e www.crussh.com
Site for the Crussh chain of juice bars in London, under construction at the

moment but expect big things soon.

* www.juiceguys.com
Interesting to see how the Americans do it, and there's a good section on general

juice information.

P v juiceconsult.com ‘
Based in the United States but some helpful hints if you're interested in opening

your own juice bar.

WWW.P-].C0.uk
Web site for Pete and Johnny's smoothies sold in most major supermarkets
and shops now. Colourful site with info, competitions etc. and a bit ‘out there'l

www.juicing.com
Lots of nutritional information with two sactions dedicated to juicing and all that

goes with it from the best juicers to buy on the market and what to look out for,
to the best ingredients and what is good to eat.

* www.organicsdirect.co.uk
This site has a special juice section where you can buy online a selection of
organic juices or the actual organic ingredients themselves in order to make your
own.

e www.farmagia.co.uk
You can order online from the Waeb site of London's 'urban healing' juice bar.

* http:iwww Juicegallery,com/
And yet another American 'everything you need to know to set up a juice bar...'

kind of site!

* hitp:/www. northstarine.com/juice/
This site claims to have deals on everything you need to juice for ‘pleasure or
profit. Could provide some ideas if you're Interested in getting into juicing.

He hitp:/www.juiceamerica.comirecipes. himi
A sits run by a woman called Joanne who was given 80 days to live then

changed her lifestyle by getting into juicing. Today, she is healthy and happy
and ‘ed-juice-cating' America,

* hitp://www.thejuicereview,com/ -
An online magazine for the juicing industry.

* hitp:/iwww.gerson.com
A site dedicated to the research and work of Dr Max Gerson, whose Gerson
Therapy based partly on a diet of fruit and vegetable juices, is still used in clinics
throughout the world today.

* hitp:/Awww.living-foods.com/
The largest community on the Internet dedicated to ‘educating the world about the
power of living and raw foods'. Lots of articles including ones about juicing,
plus links to other useful sites.

o

http://WWW.simplyt‘ood.co.uk/features/juiceweek/websites/juice__websitePage.cﬁn 117899  36p
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put the
squeeze on
each other

by CATHERINE ELSWORTH

BRITAIN is on the cusp of
an explosion in High Street
juice bars, tipped to rival
the multi-million-pound suc-
cess stories of sandwich and
coffee chains Pret A Manger
and the Seattle Coffee
Company.

The trend, imported from
America, will see an esti.
mated 50 to 60 new outlets
in London alone during the
next year and, possibly, hun-
dreds nationwide as a nume-
ber of new chains hattle for
supremacy.

The bars offer a range of
blended, freshly squeezed
juices, including orange,
hanana, broceali, ginger and
wheatgrass, w hich is prised
forits detoxifying effects.
The drinks sell from around
£2 a cup.

Heralded as a panacea to
taxing, modern life, the bars
are seen as health {ood's
“coming of uge” and gratua-
lion into sassy fast {ood.

The capital already has a
handful of juice bars, includ-
ing one in the wholefond

———

Sl f.\n,:.—:::t:

mecea Planet Organic. Com-
petition between rivals is
likely to be fierce as each
strives for the hest blends,
and gimmicks.

On Wednesday, the City
of Lundon gets its first juice
har, Crussh, which goes
“live” an Cornhill from
noon. Using nightelub-like
decor, the nutlet wil] appeal
to busy City types with fruit

and vegetahle-packed juices
and a menu of health foods,

The trio behind the ven-
ture, former corporate
financier James Deen, James
Learmond and operations
manager Marc Warde plan
to set up 40 outlets, over the
next three years, some in
supermarkets and health
chains,

The bar willsell coffee

but push decatfeinated vari-
eties and boasts allergy
awareness with gluten- and
cgg-free products.

Joase International plans
tv open a “cluster of
bivanches". It already has
three outlets, two in Landon
~one of which opened a
week ago — and one in
Paris. Its top-selling drink
is Eureka - ginger, carrot,

apple and orange — and a
soya milkshake called Blye
Energy,

A partner, Mark Chaplin,
26, suid: “Aboyt four years
ago I'heeame a health freak
and discovered that there
was nothing I could eat. It
was all beads and Sandals
and waiting half an hour for
alentil salad — not aplea-
surable experience.”
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NEW lDEAS AND CONSERV
MARK HILEY, 36

Merk is the s behind
TV-production compuny
Farth 2000, which iy et o

¢ SAHAR HASHEMI, 30
In 1994, Sahar, below, a former City lawyer, and her
brother Babby, 35, a former banker, decided Londoners
needed a new coffee experience. A year later, the first
Coffee Republic store hit London, opening in South
SVEMSON, 31 and 32 Molton Street. By the end of 1998, there were 31 stores
I 1993 Ally and her The company floated on the Alternative Investment
Busband Scott. afne. hoth  Market in 1897 and raised £8.5 million for expansion

‘In New York, | always started my mornings in espresso
bars with a skinny latte and a fat-free muffin,” Sahar
explains. ‘When | came to London, | could not beljeve
the lacklustre sandwich bars and cafés I'm not naturally
successful - needed 45 lessons to pass my driving test
And when my brother Bobby was 17, our parents gave
him £10,000. He said he would triple it over the summer,
but within a couple of weeks he’d lost the lot.’

ALLY AND SCOTT

Fatse over 30 nudlion ron
sorh conacrvation Wth
celehrity supporters
rangmg from Sie Edw .y
Heuwth to Peter Gabriel and
the Duke of Westminater
Mark S nspiraton and

Trom Seatile, st up the
Seattle Coltee Company
mCovent Gariden Now
with 63 shops, and outlets
i South Alrica and the
Far Bust the Grm was
bought i May 1995 by
Strbucksan a dead worth
E30 milhon Scort washed

viion diive the company
O-and N-levels and ather
duahificanons have
svaded him catchy
EDWARD DOUCLAS
MILLER, 32

Ldward. Befon tarn

SJONATHAN DWEK, 20

lonathabone e up the

avard-wennmyg Fondon
parntarket Planet

Orgnc [958 jaaon dishes to put himself

s

R aaany

LoEEE

AL

HaREY N,

SEpreaiy pedoanitsd o
Sovnoomental co sores
aod e oendl siere
moNottn PRI provides
ahteliog foag the
sviiomnon iy pw oy
Plade Bogeor and Lala sy o
O R B O HUTHA TN LT
Vodbabter i or v L
Bk rbu et e oocdd
unct itz o desparanon
JULIAN METCALFE, 36
faban el Lo od
Prota Mareer iy Lisn
reralulsncng the
condsicdv o sty The
red frontige of this st
e alrzads appeaicd on
st ezl steeet aronnd
e catatey Fhe compan
las ot 0 iy eneess off

L3 nihan s enrploy ees

disposahic plistic caps
mta pens and pencils,
Bowdr the body and fead tig
A pencii e be produced
From i siale cup Now
timad with recycling 11 n
Sar 21
Cup. the
[SUHTARIITERN

penals haye

heen made g

Milleaniom
b Praduct and

Iventon of the Year

Conloundunyg the

tidicule that Edward's

plans initialh met. the

Firmis now producin g

23000 pencits i day

JAMES DEEN, 32

At the beginning ot !

sear, Lumes staried ¢ 'L;.\.\h.

thiough collewe, and 1t hus
iy pand ot

HARRY CRAGOE, 33
FLarry diank smoothies on
abeachin Malion. In
1994 Bits own product
Pl vent on sale. and
e Stacaed 1y more
than L0 outlets

s fduade

LR e,

U

ol the chemical-fiee s orgame-fast-food
vutler which goes

e step further thans ity

fst-foad busine o e

--..-.;i»-;"~,l'«‘r 4

siven Juliae s home plane

nuraber Pomtedly. Julim COMPSULOTY  juices are

PHEROGIRAPEIS HED N1y idin 8w

pressed m Noat on the

will ot Ll to the pres,

Sustomer aind bread s RE l l é H

serving S customers o Crtsap

H ——— e
day. the company 15 well

haked in-house Cuirenth

o Larget to reccive 2300
denly by the sprg. s
ol now that ibe black
cloud warch setiled on
James in Y84, when he
went aut in the fivst tound
at Henles, has tifted

PR Plannor Ma. 72-250
12:xY — €0.300

he -
hf_i. R KTy A .




THE TIMES MC

'S put squeeze on coffee

RICHARD CANNON

T zew o

at the race is on to expand nationally as quickly as possible

“discovers how an
SIry is stirring a
ients for success

lar Mr Chaplin said. “Wleth-
€ we w@n edueate people
ahout why they should drind,
Juiee wall be the key 1o whether
we suceeed or fail.”

This is part of the problem.
Although the British public
understands the necessiry for
ealthy living, a late nighi
and a hangover usually o
guire eopious amounts of cof-
fee the following day. not 4
shot of somelhing that al-
though 1t has the nutritional
value of 2 of garden vepeta-
bles, 1astes like liquidised
lawnmower cuttings.

im Levene, manag-

ing director of Frosh

n Smuenth at Canary

Wharf, helieves that
health 1s, in fact, the last sell-
ing point for juive hars in the
UK. “We operaic on a health-
by-stealth  concept. People
regard healthy food us tasting
revolling. We just make sure
what we sell fastes delicigus,
and just happens to be good
for you.”

The biggest problem that fuc-
es this unripencd indusiry, is
its sheer expense. A smoothie.
or freshly syueezed juice, costs
anything from E1.95 for a tiny
glass to £3.49 for a decent
gulp. And whilst profit mar-
gins for a simple coffee tend 1o
remble at the 85 per cent
mark, the cost of fruit snd

.

. business even more refiant on

blending mean a similarly
priced juice will offer only 50
per cant profit margins {or the
juicer, making the juice bar

i1s cdible output. Add 1o this
the effects of the British cold
spell, which, unlike the US,
asts for ten months of our
year, and convincing the pub-
lic will take a lot of hard work.

Thisis a challenge all of the
juice bar owners have aceept-
ed. All arc young, male,
middleclass  entrepreneurs
who each claim to have
gained the definitiv= “juicing
knowledge" afier intensive
eniployment in the juice out-
lets of the US. James Deen,
the owner of Crussh, in the
City, says he will open two
more sites in the capital by
June. He is sceptical about
his competitors’ fruit and veg
know-how. “People gel into
this industry with an idea
that they can creaw their
dream  without leoking at
numbers. It's not hard 1o
come up with a juice busi-
ness, but it is very hard to
make it profitable.” With prof-
itmargins of 70 per cent since
they opened in October, Mr
Deen has no qualms about
selling coffee, sushi and muf-
fins to buoy up the dicey
juice-side of the business.

“Juice isn't abour putling
nice-tasting stuffin a cup.” he
says, somewhat surprisingly.
“It's about stimulating cus-
tomers and convincing them
it's more than just a drink.”
And this, for a drinks indus-
try. will be their toughest
problem,

Fresh 'n Smooth, at Canary Whar|

T

fin London, operates using a health-by-st

calth concept

3G
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Juice bars put squeeze

RICHARD CANNON

i was healthelubs,
then 1t was coffee hous-
Vo and new s juice
: birs Just as Britin
thinks e has grasped the lawest
srend fruan acrass the Allantic
and i conident thai bagel and
cotlee really s i Fewer brealk-
fost than wast and mirma-
Lide another, mags cenplicat-
Joconept bursts on o the
Maact
‘This vear the juive har, onee
sthy the earths relrear for san-
Latled ecory pes, i3 1o gu main-
dreiir, with o teipling 10 the
nambxr of specialised outlets
rhmned within the et fow
menths. With o menu tha
mnes 1 deaal, nen-dairy, far-
Iz ieed farte look hasic. juice
dars hope that the growing de-
-ire wr ke healdthy will override
the feur of the unk.nown v egeta-
hle und make treshly blended
it the nation's favourite car-
Ly marning pick-rne-up
Fur the pist nwo years, juice
Biss have been tentatively try-
ing (0 brealk into the UK mar-
hetplace. Aller thriving in the
LS throughour the Nineties, it
seemial the obvius copyeat
suceess story since bath health-
clubs and woffee shops did as
wall over here as they had
dune over there, Surprisingly,
1he market in Britain has been
lar less receptive. Within a few
months of opening in 1998, a
couple of Lundon’s first juice
bars went under Then late
fust year, one named Juice
managed 10 gel the mix of
muredienss just right.
Unlike many of thar US
ceauierparts which offer only
fdrinkis. the key 1o successful

v Mark Chaplin with his sister, Sarah Chaplin-Lee, says that the ;acc is on to exp

Victoria Fletcher discovers how an

unripened industry is stirring a

blend of ingredients for success

juice bars in Britain is balane-
ing the offer of freshly blended
fruits with a spread of meals
and snacks. The British idea of
healihy living seems to also
require sandwiches, soup, cof-
fee and, of course, a totally nat-
ural, iving-smothered squidgy
cake.

Injust the past six months, a
further three juice bars have
opened in London, each with
their own recipes not just for
[ruit and vegetable blends but
for ambitious expansion that
could see the industry multi-
plying to colfee-bar “propor-
tions in less than two years.

And if the juicers are to he
believed, juice is the new cof-
fee. Just as the big coffee com-
panies battled it out for mar-
ket domination, ending in
Starbucks’s triumphant taken-
ver of Seattle Coffee Co, the
same is about to happen be-
tween these fresh-fruit blend-
ers. Mark Chaplin. the 26
yearold founder of juice-
moose, says the race is on o
expand as quickly as possible
and so become a national and
immediately recognisable
name in the juice bar market.
Although at present he has
only three juice bars, Mr
Chaplin hopes to expand to 47
by 2001 with an operating
profit of £1.5 million.

“l suppose we just dont
know if it is going to be popu-

lar.” Mr Chaplin said. “Wheth-
er we can educate people
about why they should drink
juice will be the key to whether
we succeed or fail.”

This is part of the problem.
Although the British public
understands the necessity for
healthy living, a late night
and a hangover usually re-
quire copious amounts of cof-
fee the following day. not a
shot of something that al-
though it has the nutritional
value of 21b of garden vegeta-
bles. tastes like liquidised
lawnmower cuttings.

im Levene, manag-

ing director of Fresh

n Smcoth at Canary

Wharf, believes that
hzalth is, in fact. the las! seli-
ing point for juice bars in the
UK. “We operalte on a healih-
by-stealth ~ concept.  People
regard healthy food as tasting
revolting. We just make sure
what we sell tastes delicious,
and just happens to be geod
for you.”

The biggest problem that fac-
es this unripened industry. is
its sheer expense. A smonthie.
or freshly squeezed juice. costs
anything from €1.95 for a tiny
glass to £3.49 for a decent
gulp. And whilst profit mar-
gins for a simple coffee tend to
tremble at the 85 per cent
mark, the cost of fruil and

aH&EﬁiSnaﬂy as quickly as possible

blending mean a  similarly
priced juice will offer only S0
per cent profit margins for the
juicer, making the juice bar
business even more reliant on
its edible output. Add o this
the effects of the British cold
spell, which, unlike the Us.
lasts for ten months of our
year, and vonvincing the pub-
lic will take a loi of hard worl..

This is a challenge all of the
juice bar owners have accept-
ed. All are young. male,
middle-class  entrepreneurs
who each claim to have
gained the definitive “juicing
knowledge™ after intensive
employment in the juice out-
lets of the US. James Decen,
the owner of Crussh, in the
City, says he will open two
more sites in the capital by
June. He is sceptical about
his competitors' fruit and veg
know-how. “People get into
this industry with an idea
that they can create their
dream without looking at
numbers. It's not hard
cume up with a juice busi-
ness, bul it is very hard to
make it profitable.” With prof-
it margins of 70 per cent since
they opened in October, Mr
Deen has no qualms about
selling coffee, sushi and muf-
fins to buoy up the dicey
juice-side of the business.

“Juice isn't about putting
nice-tasting swiff in a cup.” he
says, somewhat surprisingly.
“lt's about stimulating cus-
fomers and convincing themn
i's more than just a drink."
And this, for a drinks indus-
try, will be their toughest
problem.

Fresh 'n Smooth, at
364
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Juicy, fruity
and fresh

B, sabel All 2
Py s Dy s

I year-out students aren't Hocking to work
for Richard Fivwel By ans they should think
dzann This is one of the few offices in town
where drawing the reflecied ceiling planis 4
plumiob. Evans views cetlings as blank can-
vrwes on o which he can esercise his fond-
ness for weird and wondertul shapes. At
Crussh, a new arrival on the wer smglhy
competitive juice-bar seene, the ceiling-ratt

i o long spladee of hund-c irved styrofogim
which conceals hightimg and projection s
tems, but, more importanthy, relates o the
amarphaus shapes of fittings and Tuenure
inthe rest ol the shop. Fhese, in tuen, relate
to the swnage, the corporate loge, and
graphics wsed for the in-house elevaion
chunnel, Crissh 1y,

Phis waddormite 1y due, in Pt to the

thue neciwnaces fru 5 37
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fact that as leud consultant, Richard Hywel
Evans \rchitecture & Desigin chose and co-
ordinated Il members of the design wam,
making it possible fur araphics and interi-
ors o be part of 4 single coherent design
which the retailer could wll owt” as and

meflectad Sy pilzn

when properties w ors aequired v
Evans and the chient were i agreament 2000

that the corporate identite should ‘move 4y 1, b

far away s possible fom the association ot i

juice haes witly woolly jumpch and organic i s

Sttt and establishod 4 v wabualary combi- e i i

NHOR o 2inging colours and organie
curvas. The combinations seens appropr
ately froay for o juice bar, but is also charae-
teristiv or'the wchnrect, with clear similarities
towork carned out by Richard Hyw 2l Evan;
for Sweatshop (vf 20.2,98 and 25.6,98).
Having establihed o blucpring, the hunt
Was on for a shop, Cornhill Street in the
City of Tondon was chosen, partly because
it s 2 busy pedestrian route, but alsy
because of the appeal of posing » challenge
D Seattle, Coast, and Cotfoc Republic
which all have oatlers within 73m on the
e steset. Confronted witl the Grade I .
Asplash of colour behind a fisted facada listed 33y shop, RHEY, original plans Spacetolounge,juice-imbibe,andwatchCrussh v
becaime a litthe muore subdued. Proposals jor
1 brightle back -t faeade with bubbling
itice in the aiy 2ap ol the dnublc-gl.mng
wereswintly fand predictably: vetged by the
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i oo
f I = —
i/
! o . e
i Lo P
: : o
f L I A
| ' ‘ Ty
’ ‘ - b v Y
! | 8
!
{

38 ot AN e 2/ My 36?




ground flaor plan planners, and the team had to content 1tsell - -
with painting the shopiront purple, writing
CRUSSHE in gold-leaf Iettering, and design-
ing psvchededic graphics for the modasty
pancl 1n the window onto the strect
Lustomers help themselves to snacks dis-
plaved behind coloured perspes, and order
juice from the multi-coloured counter.
Those in a harry can st on tractor seats at
astreet ar a counter of polished American
walinut which overlooks the street, while at
the back of the shop, the more leisurcly can
lounge on seats made from a patchwork ol
red. green, blue and vellow leather, and
relax in front of Crussh 1y,

The overall effect is of an exuberanee
which borders on vulganity, and is particu-
larly welcome in the stufly contaat of the
City. Expect 1o s e more of Crussh soon -
five further units are planned within the
nest year,

ARCHITECT Richard Hywel Evans

ARCHITECTURE & DESIGN Richard Hywel Evans,Pretro

Granaiola, Simon Leslia

CLIENT Crussh Global

A ceiling-raft ta remember CONTRACTOR & FURNITURE M Design
GRAPHIC DESIGN Jutia Bostoc« Associates
SUPPLIERS moving iinage Felt, lighting Targetu, fndges
Airedale Catering. stools Magis, vinyl printing juputar,
cethng raft finih Suture Finishes, juicers Nutrifast,
monitors Sony. leather sofas Scattish Lasther

Thebar - for those who prefer to watch the street
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CERTIFICATE OF SERVICE

[ hereby certify that I caused a true and correct copy of the foregoing
Opposer/Petitioner’s Notice of Reliance on Applicant/Registrant’s Discovery Responses to
be to be served by prepaid, First Class mail on Applicant/Registrant’s attorney, Jason M.
Drangel. Esq., Epstein Drangel Bazerman & James LLP, 60 East 42" Street, Suite 820, New
York, New York 10165, this 1% day of June, 2009.
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